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HOLMES & EDWARDS 


Want an 
extra 
salesman 
in your 
store? 








want 
extra 
sales 
and 
profits? 











Collection 
Chest 

is doing 
this job for 
thousands 
of dealers! 


ORDER YOURS TODAY! 


ie eI aE tite 


HOLMES & EDWARDS DIVISION 

INTERNATIONAL SILVER COMPANY 

MERIDEN, CONN. 

Please ship: _..DW Chest M_—(Mahogany)...B (Blonde). 
Knife and fork samples all Regular__or Viande and Regu- 
lar__.. 52-piece Service for 8 in Romance . . . Regular__or 
Viande___. Soups: Round Bowl___Cream___Desssert___. 
Please ship: __-PT Chest (Supplementary Pieces) . . . M__(Ma- 
hogany) . . . B___(Blonde). 


Name 
Address 
City State 
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Cl. UOn Chet 


Look what you get for the price of the 


silverware alone! 1. Specially designed chest that shows five 
Holmes & Edwards patterns with knife and fork in each . . holds a 


complete 52-piece service for 8 in lower half. 2, nid sory and pee 


information for 52-piece service on display panes. 3. Heavy \ 
display panes to keep silver dust- and dirt-free. 4, Lining of 
International's Prevent-Tarnish Cloth. 5, Mahogany or blonde fi 
Tacs Ghee ds Rc cgepeee ou ae ll 
the service for 8 and the 5 knives and forks . . . just $47.79 net. 


© MN tare Gaae teteadind Gitte tone 


Collection Chest. You pay nothing for the chest—only the 
ppt Se RY + A 


COPYRIGHT 1959, THE INTERNATIONAL SILVER COMPANY, HOLMES @ EDWARDS DIV.. MERIDEN. CONN. 
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~ BROKEN EXPANSION BANDS? 


All makes — all models 
EXPERTLY REPAIRED 


48 HOUR SERVICE 


Average charge 75 cents 


A. SAUER & COMPANY ‘snc 
KON-ITE BUILDING, CINCINNATI 2, OHIO 
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THE JEWELERS' 


HE jeweler is Cupid’s right hand 

man. Once the golden arrow has 
pierced the heart of a young man, 
Mr. Jeweler finds himself playing an 
important role in the pending mar- 
riage. And in this role as Cupid’s 
helper, the jeweler is sometimes called 
upon to fulfill strange requests. 

For instance, recently a young man 
entered S. Kind & Sons, Philadelphia 
jewelers, and expressed interest in a 
particular diamond engagement ring. 
He didn’t make a purchase at the 
time; but as he left the store, the 
salesman knew he had a prospective 
customer. 

A week laier the young man tele- 
phoned S. Kind & Sons. He had a 
problem. He just had to have the 
ring that night to present to his sweet- 
heart, he said, but he couldn’t get 
away from his job before the store 
closed. Asked where he was working, 
the chap replied, “In a manhole.” To 
help clarify matters, he explained 
that he worked for the telephone 
company. 

Nobly rising to the aid of the young 
man, S. Kind & Sons quickly dis- 
patched a salesman to the manhole. 
The jeweler delivered the ring, the 
young man wrote out a check, and the 
store wrote out a receipt. No doubt, 
Kind’s quick action got the man out 
of a hole! 


> © 


Aran from turning out a monthly 
publication, we are called upon 
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to answer thousands (yes, literally 
thousands) of letter and phone in- 
quiries each month. The majority of 
inquiries are routine. But every so 
often some inquiries cause a good 
deal of anguish among members of 
our research department. 

lor instance, one morning recently 
we received a letter which asked, 
“What is the correct size . . . for an 
average woman’s neck in regards to 
jewelry?” Another gem requested the 
name and address of a company 
making barometers under the trade 
name “Mahogony.” 


© © 


NE gripe that practically all 

Americans voice at some time or 
another is “Post office pens are ter- 
rible!” Well, a Government official 
recently told a subcommittee of the 
House of Representatives that the 
post office pens are not so bad, it’s 
the ink. The Government official 
ought to know, because he is Craig R. 
Sheaffer, Assistant Secretary of Com- 
merce and former head of the W. A. 
Sheaffer Pen Co. 

Mr. Sheaffer was asked why the 
Government made its own ink while 
there were many companies in the 
country which make it, including 
Sheaffer. Mr. Sheaffer made it clear 
that his former company did sell a 
lot of ink to the Government—but not 
post office ink. 

“That’s made to a very old specifi- 
cation—very old,” he said. “I don’t 
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believe any private industry would 
make it because of its corrosive 
character.” 

He later explained that the Govern- 
ment specification required a high 
percentage of iron tannin, which gives 
the ink a lasting quality but also 
plays havoc with pens. Such ink, he 
observed, clogs fountain pens and 
quickly corrodes the points of ordi- 
nary steel pens. All of which explains 
why post office pens are so scratchy. 


© 
Lats a person is active in phil- 


anthropy, he doesn’t expect re- 
ward or recognition. But recognition 
for such work came to Charles 
Ascherman, Chas. Ascherman and 
Co., wholesale jewelers of Cleveland, 
in local newspapers. 

The story came to the attention of 
reporters when a liberated American 
prisoner in Korea told his chaplain, 
“Father, the Chinese took my rosary.” 
The priest handed the soldier a 
rosary—one of 400 donated by this 
wholesaler jeweler. Ascherman so- 
licited contributions from Jewish 
friends for 600 additional rosaries. 


© © 


I" you re interested in coincidences, 
we suggest you try the following 
story for size. 

Two long-time employees of Elgin 
National Watch Co. announced their 
retirements. Fred A. Fehrman and 
Emil F. Wolff, the retiring employees, 
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A PARTNERSHIP OF LONG STANDING 


For 87 years, Longines-Wittnauer has continuously and consistently worked 
with and for the retail jeweler. Longines-Wittnauer has made available 
to its jeweler agencies fine watches in the largest variety of styles, types 
and prices of any watch manufacturer in the whole world—has backed its 
products with large scale, prestige-building advertising that never omits 
to say—‘‘sold and serviced from coast to coast by more than 4000 leading 
jewelers who proudly display this emblem.” Our most cherished asset is 
our select list of authorized jeweler agencies with whom our relationship 


is that of a hard-working partner of long standing. 


py” ae l Co, Ine 
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Since 1866, maker of watches of the highest character 
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discussed their years of service and 
discovered that each: (1) was born 
April 8, 1888; (2) began work in the 
company’s assembling department; 
(3) married a girl from the watch 
company; (4) has four children; (5) 
weighs 170 pounds. 

It must be frightening for a person 
to discover he has so much in com- 
mon with another. It seems to take 
away all your individuality. 


© © 
§ rw June 27th issue of The Satur- 


day Evening Post carries an ar- 
ticle that is of interest to all members 
of the jewelry industry. The article is 
about the Gemological Institute of 
America and is entitled “They Spot 
the Fake Jewels.” 

Until 22 years ago, the article 
states, most retail jewelers in the 
United States and elsewhere never 
knew the “exact” value of the precious 
stones they were selling. And, the 
article observes, not many jewelers 
could tell precious stones from 


fakes ... 
© © 


oo] 7 isn't the heat, it’s the hu- 
midity” may be a trite com- 
ment on much summer weather. But 


it took some “plain New England 
hoss sense” to solve an unusual pro- 
duction problem at Wallace Silver- 
smiths that was caused by the hu- 
midity of the late summer afternoons. 


Such humidity blackened and 
tarnished sterling silver on the pro- 
duction line. Perspiring hands con- 
tacting precious metal pieces hastened 
the discoloring. 


Until several years ago, the com- 
pany made the best of it and tried to 
beat the heat and humidity by im- 
provising operations from day to 
day. Then a simple plan was sug- 
gested by a group of employees: 
during the summer start the workday 
an hour earlier, reduce lunch time to 
30 minutes, and quit an hour and 
a half earlier than normal, complet- 
ing the daily production schedule 
before the heat and humidity reach 
zenith. 


The plan was put into operation— 
to everyone’s gain—and the continu- 
ing beauty of Wallace silver. 


> © 


WE are always interested in fig. 
ures — even if they aren't 
Marilyn Monroe’s or Virginia Mayo’s. 

So, we were interested in the news 
that hand-carved figures ——57 men 

















“Please! Can't | pay cash?" 
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and a woman—of the famous Lon- 
gines Symphonette were presented to 
M. Fred Cartoun, chairman of the 
board, Longines-Wittnauer Watch 
Co., by the National Broadcasting 
Co. The intricately detailed models 
of the Symphonette, each about 14% 
inches in height, were created by 
James Chandler, who works at NBC. 

Jim Chandler’s job calls for his 
working with figures all day. When 
evening comes he finds relaxation by 
working with figures of a different 
kind. He carves life-like images of 
people from white pine. His love for 
fine music was his primary inspira- 
tion in this painstaking project. 

More than 1500 hours were spent 
carving out his “Longines Sym- 
phonette.” No two figures have the 
same facial features; those of the 
conductor, Mishel Piastro, and of 
Frank Knight, who has announced 
the Symphonette programs for many 
years, were copied from photographs. 
The violins, cellos and bass viols have 
individual strings, made from horse 
hair. The members of the orchestra 
are clad in white tie and tails, while 
the lady harpist wears a white eve- 
ning gown with a pink bow, and a 
pink ribbon in her hair. And on her 
wrist—you guessed it—she wears a 
Longines watch. 


> © 


EGINNING in this issue JC-K 

is introducing a new monthly 

feature on rings and birthstones. A 

four-color illustration of the stone of 

the month is used, along with back- 

ground material and window display 
suggestions. 

Every jeweler wishing to capitalize 
on the year-round demand for rings 
and birthstones should have every 
available piece of selling equipment 
at his disposal. A very important 
selling piece is the Jewelry Industry 
Council’s four-color booklet, “Ro- 
mance of Rings and Birthstones.” A 
minimum order of 250 imprinted 
copies costs $12.50 for non-members; 
250 unimprinted booklets cost $10. 
The cost to members is $11.25 for 
250 imprinted copies; $8.75 for un- 
imprinted copies. 

Jewelers desiring sample copies of 
this booklet or wishing to place an 
order, should write to the Jewelry 
Industry Council, 608 Fifth Ave., 
New York City. 


67 














IN THE JEWELERS’ 











Pee CIRCULAR | 





A Half Century Ago 


CIRCULAR 














age 

















: Miss ats. 
MEP Ze 


CPE > Sees. Poem eSie $B. 








~~ 








Display Technique 


“John Hellerich, Detroit jeweler, has pursued a unique course of 
window advertising for the past year. Every morning he places a 
large bunch of roses, carnations or other cut flowers among the choice 


assortment of jewelry in his show windows.” 
(May 2, 1900) 


Royal Souvenir 


“An odd and beautiful ring is worn by Mrs. Conger, wife of the 
American Minister to China and highly prized by that lady as a 
souvenir of the dowager Empress of China, who presented it to her 
last winter.” 

(May 2, 1900) 


Fashion News 


““A very pale green is latest among the wonderful colorings achieved 
in gold, and beside this there are the palest of yellow, as well as rose 
and red hues.” 

(May 2, 1900) 


Gorham Ad 


“We are opening the New Century with the introduction of another 
pattern of spoons and forks that we expect will not only be as popular 
with our customers as have been our recent productions in that line, 
i.e., “Lancaster,” “Strasbourg,” “Queen’s,” etc., but that we believe 
will exceed in sales any of these predecessors.” 

(January 31, 1900) 


Social Progress 


“The custom of having a summer schedule, by which working hours 
are changed so that operatives have a half-holiday on Saturday is 
rapidly spreading.” 

(May 9, 1900) 


Hollowware Fashion Note 


‘“Paris—Tin is in great vogue and foremost artists are creating in 
it new models of real value and good taste. An example is a large 
vase, on which waves dash against one another and here and there 
appear sea monsters and sea weed. Two women emerge from the 
waves, grasping with nervous arms the upper border of the vase, 
forming thus two artistic handles.” 

(May 23, 1900) 


Detroit Notes 


“A dozen or more Jyne weddings last 
week helped the retail jewelry trade, 
especially in the sterling silver depart- 
ment. June this year has been far 
ahead of the same period in 1899,” 

“On Wednesday afternoon of June 6, 
a baseball game was played between 
a team made up of retail jewelers and 
a nine from the wholesale jewelry 
houses. The last half of the sixth inning 


was played in a pouring rain. The rain | 
helped the wholesalers, then at bat, | 
cain 10 runs, but the retailers already © 
had 24 runs to their credit and took 7 


the game, 24-20.” 


(June 13, 1900) | 


Cincinnati Note 


“Cinn. jewelers are becoming con- 
vinced that transient sales are attracted 
by window displays. Oskamp, Nolting 
& Co. were probably the starters of 
large-scale magnificent window dressing 
in this city.” 

(June 13, 1900) 


Minneapolis Notes 


“S. H. Clausin, of S. H. Clausin & 
Co., Minneapolis, left June 1 for New 
York. He sails June 5 on the Kaiser 
Wilhelm der Grosse for Paris. He will 
be gone about three months.” 


(June 6, 1900) 


Reading Notes 


“G. A. Schlechter’s new jewelry store 
on Penn St. is most beautiful and com- 
plete. The combination of white wall 
and mahogany woodwork is exceedingly 
tasteful and gives an air of elegance to 
the place. A mahogany staircase leads 
to the second floor.” 

(June 13, 1900) 
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Presented on the 
following pages 
are seven revealing 
articles — written 
by successful 


credit jewelers. 















" >>°a9 





“ney 
¥ ." - . 
uot - 


OMTER | ey 
Ly -- aR 
~\ ox A a) Mey 
‘ SSAA yah PERFECT ‘100 
E15 


gon < =.54 pes 
. , 9. 2.) 
avs ie , 





















—— 15m 4 i ee t ar War vers “ . 
a ‘a ~ 7 Se i. ¥ . Var Pan) | A “ ~ Y , 
- ‘| Big PAR Tyla ge? a RI FRA Peo L2) NRO oR LER A SY 
or ‘ie 4 kal ot he Les 2° ee te ney s a wae WO eee te Ae WP Tv 
+ Hie TY gad Oy we, gt tS) Sas Cod £¥ 4 MET oss Fei le eas Tenet . 
Py =. Adey ae Fy ae Ate 4 pews { ae oy a Fo Patty's, > ty 
ee! + Sey KS Map i Te ' Et es SFIS SF a” } 
Sh.) ay oS - a4 - 
Bie er a re 
ae 
a5 
‘4 


bier 
baad NS 


age 
Lo 
repent 


ay ee, ps3 Nat hi 


tal 
7 















Lada 
ray 
°3 pt 
‘ 
s 


aN 
a 
eat - ¥ 
‘x! ye 


Perkt pe 
2 eh Pe 
TIN, oF 


ane ey Pa ae! 
Y Sed ter Ae) 
> \t. 
Yah oa Pare 







O10 WATE, 
TOU" ADE. 10g, 

We git TRADE-IN Allow 49 

on ~~? 
eo 









Sj MOND and WATCH 


INSURANCE <2 


FiR E! ih AGAINST LOSSES gy pis 











=) aS. , Sistah ee 


ay , ~ — —— CAl ALPS ow 193. te oe An ee ew 
tk Fate ta ie OA Fibs ri Samak Ne tic Te Mae ey is Se Bahay 
cil ~ etd at, a ae Oey th aah gk 5 PO eR AS Pay ee F o + oy F 
ine eas Pia RAR Oey 4 i Hot Ree he, T psin, Re ek eS ae 
4 Ot xii Pe rt Ot Ne Sasa yep rie ee eT eran» A 
seen eis ES aes tw 4 Uy st aN BPE Pe RS uA A EE 4S hey . 
MPN Ae Ns a ace SRP EE ikart bites ral eat TK 
4. he eee met ae y $ 



































* 
et, 


7 5 ry = * 
vA GS Aby . ¥ : 
‘ Me) a OM - . es 

$F ep aay < > 2 a: Bee 

ee 
CARTS av 


hes 4 
7 ty Engel 
a ee * 
6% 





: 

1 eae TH 
a re - 

eae oak Pe ee : 


NNR 


“ aes 7 a) 
~~ Tg A! ge fe 
aa EA 


PARR EES 


Advertisements of instalment-selling 


retail jewelers CIRCA—1938 


10 


The Progress of Jewelry Instalmen 






by IRVING J. WOLFGANG 


| selling jewelry on credit in this 
country—charge account and spaced payments—goeg 
back about as far as the jewelry business itself, the out. 
burst of aggressive credit selling came about thirty-fiye 
years ago. It all happened in Detroit, and that city may 
well be called the cradle of instalment jewelry business, 

Friedberg’s was the first jewelry store to use large 
newspaper space and billboards to tell the man in the 
street that he could buy diamonds and watches on credit— 
50 cents down and 50 cents a week. Friedberg’s adver. 
tising started both a revolution and an evolution in the 
conduct of retail jewelry business. 

It took time—not too much—for other jewelers jn 
Detroit to realize that Friedberg’s daring was making 
diamond customers out of people who never before had 
even dared to go into jewelry stores to look at such 
“luxuries.” Certainly no cash jeweler ever had given 
serious consideration to an average workingman as a 
prospective customer for diamond rings and watches. 

When Friedberg’s store ran its first big newspaper 
advertisements, it was not at all unusual to sell as many 
as two hundred $100 rings on a Saturday. It also was 
not exceptional to sell three hundred watches as the re- 
sult of a page advertisement. And in those days adver- 
tising cost only about one-third of present-day rates. 


NEW ADVERTISING APPEAL 


A credit jewelry store with its spectacular advertising 
was an innovation—a development resented and looked 
down upon by retail jewelers generally. Instalment sell- 
ing frequently was called the devil’s own handiwork or 
dirty work. But telling the man employed in Detroit's 
budding automotive industry that his credit was good— 
that he could buy jewelry without plunking down the 
cash—certainly sold diamond rings and watches. People 
who always had wanted jewelry and simply could not 
afford to buy it—could not save up enough money to pay 
cash—literally went to town. They bought diamond rings 
and watches and everything else the jeweler had in his 
store. 

Friedberg’s boldness sort of bowled over the other 
Detroit jewelers, and, for a time—a very short time— 
that store had what amounted to a monopoly of a new 
crop of jewelry buyers. Oldline jewelers were standoffish. 
They looked with a mixture of awe and horror on what 
was happening. Most of them could not unbend enough 
to accept the strange and unusual. 

Newcomers to the jewelry business soon appeared. As 
a rule, they knew little or nothing about jewelry; but they 


could see that a new field of operation—an unexplored © 


and unexploited frontier—was opening, and they declared 
themselves in on whatever was ahead. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Farseeing manufacturers and importers noted Fried- Mee 
berg’s remarkable success in selling jewelry. They rea- SN ‘ | 
soned that this pointed the way to bigger jewelry-store ay 
volume, which, in turn, meant more business and more =< 
profits at the manufacturing and import levels. 
Under the circumstances, it was logical for manufac- 
turers and importers to work for the establishment of 
jewelry stores patterned after Friedberg’s. When they 
could not get oldline retail jewelers to plunge into credit = = 2 === p>~~~~~~~--~-~~--~-----. 
selling, they helped others to open credit stores. They the only thing we can save you 
extended all the credit needed to provide adequate stocks IS doubt. 11 we curried more diamonds savings, 
of jewelry-store merchandise, as well as some goods that dob, becase every Cas Shar son diamond ia flawiens 
shocked retail jewelers who found satisfaction in their deab because the pices of Or damn 
own somewhat limited operations. fev damonda, Renenber, fave 
Credit jewelry stores with flashy fronts, bright lights pit We have. faves damon Ss 
and what many called an abundance of “tinsel” soon the sume fine quality, oly ae ares hea 
opened all over the country. It was to be expected, there- | Samed Goon of sume seen 
fore, that this rapidly growing new line of trade should your games a i Ry dy 


attract men who could not have become interested in or 
accustomed to conducting business in the staid and lofty 
manner that made ordinary people almost afraid to go 
into a jewelry store. 

Credit jewelers dropped all signs of exclusiveness and 
austerity. Their newspaper advertising, their billboards 
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; and their window signs literally shouted, “Brother come 
and get it—all you need is an honest face!” 
Another popular approach to the man not accustomed : 
to buying in jewelry stores was extensive use of some- worse J smsite >. Ptevrh st Pon 
thing like, “Meet Rumkins and wear diamonds!” These Ba rte 


and similar expressions unquestionably were planned to 
break down the general belief that a man who had only 
a few extra dollars now and then had any right to expect 
that he and the members of his family should own and 


wear diamonds and wrist watches. SEND THEM BACK TO 

(Please turn to page 112) : SCHOOL WITH A CLASS 

RING FROM BARR’S! | 
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About the author: 


Irving J. Wolfgang established his # 
own jewelry business in October, 1916. 

_ Fifteen years later he decided to branch 
out. Today he is the principal owner | 
of six jewelry stores, which represent © 
five separate corporations in five differ- / 
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by J. C. LIGHTERMAN 


[— it is necessary to look beneath 
the surface to tell a credit jeweler from what, for the sake 
of convenience and timidity, may be styled a “budget” 
jeweler. All credit jewelers sell for cash, but they actually 
prefer instalment customers. The cash volume of a credit 
jewelry store depends on the community in which the 
business is located, on the store management, and on var- 
ious other factors. Nowadays cash volume runs all the 
way from 5% to 50%. 

Contrary to what uninformed individuals sometimes 
say, credit jewelers are the same kind of people as all 
others who are engaged in catering to the needs, wishes 
and whims of the public. They are in the credit busi- 
ness to make a living, to render service to their customers, 
and to try to get ahead financially. The business methods 
of credit jewelers differ from those of retail jewelers who 
sit back and wait for customers to come into their stores. 
Credit jewelers go out after business. They tell the world 
that they are in the jewelry business and that they sell 
on credit. 


IR SERCO 


THEY'RE RUGGED INDIVIDUALISTS 


Credit jewelers, as a rule, have retained at least one 
outstanding characteristic of retail jewelers in general: 
all of them are rugged individualists. No matter if they 
started from a watchmaker’s bench, a little hole-in-the- 
wall jewelry store, a larger jewelry business, or another 
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line of trade, all credit jewelers have ideas of their own, 
and that makes it wholly impossible to set up as a proto- 
type any credit jeweler, or a combination of any half 
dozen of them. | 

An interesting fact about credit jewelry business— 
something that should go far toward building public 
confidence—is that such statistics as are available indi- 
cate that credit jewelers lead the jewelry trade in selling 
brand-name merchandise. Analysis of the retail jewelry 


trade, based primarily on records compiled by the Jewel- 


ers Board of Trade, shows that out of nearly 30,000 
retail jewelry stores of all kinds, fewer than 5,000 jewelry 
stores may be classed as out-and-out credit sellers. The 
relative importance of these 5,000 stores to the jewelry 
industry will be better realized when it is pointed out 
that they sell somewhere from one-half to two-thirds of 
all branded goods distributed through retail jewelry 
stores. 

Limited research will show that it is the aim of credit 
jewelers to meet competition: but they adhere to fair- 
trade and suggested retail prices of nationally advertised 
products. Some credit jewelers make nominal charges for 
credit, while others absorb the cost of carrying instal- 
ment aecounts. 

Because an instalment transaction is never a completed 
sale until the merchandise is fully paid for, a credit 
jeweler must of necessity satisfy his customers. That 
means he must sell products that measure up to the rep- 
resentations that are made for them. 

To collect deferred payments from dissatisfied and 
disgruntled customers can be about the toughest, most 
unproductive and expensive work that a storekeeper can 
undertake. For credit jewelers of today, the old method 
of selling on the basis of “Has the guy got a job and 
can I collect” is a matter of history. Present methods 
call for careful credit checking and giving sound advice 
to applicants for credit. In many stores, the credit mana- 
ger is a key executive. 

Customers of credit jewelry stores either prefer to buy 
out of income or do not have the ready cash to pay for 
the things they need and want. They are persons who 
look upon instalment buying as a means of acquiring 


About the author: 


Jay Lighterman served as comptroller 
for large credit chain organizations 
from 1922 to 1946. Beginning in 1946, 
he became a partner in and treasurer 
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Mr. Lighterman, active in industry af- 
fairs, is president of the Associated 
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property. They consider buying on credit a way olf sav- 
ing. They are not squanderers who never give a thought 
to how they will pay their debts, as some people from 
the other side of the railroad tracks seem to think. 

Instalment buyers of jewelry, with few exceptions, are 
conscious of both quality and price—and nearly all of 
them are honest. The people who buy jewelry on credit 
have a lot to do with bad-debt losses. It is common 
knowledge that comparatively small bad-debt write-offs 
make it possible for credit jewelers to carry instalment 
accounts without exacting high carrying charges. 

Taken as a whole, the 1953 credit jeweler is a hard- 
working merchant. His success has to be attributed to 
his ability and his willingness to let the public know that 
he runs a store to serve the public and he tries to make 
it useful to the community of which it is a part. 

It is axiomatic that what some people do not under- 
stand, they mistrust. There is nothing about the conduct 
of a credit jewelry business that a person of average in- 
telligence cannot master. What some jewelers, however, 
seem to be unwilling to realize is that credit jewelry sell- 
ing is a specialized line of business. They fail to grasp 
that to engage in a specialized business with reasonable 
assurance of success calls for know-how, practical ex- 
perience, plant facilities, adequate capital, and willing- 
ness to work. Without these things, the newcomer in the 
credit jewelry business, whether he is the watchmaker- 
type jeweler, a highly successful cash and charge account 
jeweler, or a person from some other line of trade, will 
find it exceedingly difficult to be successful in the credit 
jewelry business. 

The watchmaker type jeweler soon will find that to 
take care of the many details of a credit jewelry business, 
he must forego either his first love—watchmaking—or 
he must neglect the small, but very essential, details of 
credit checking and collecting. Just as the man who is 
not equipped for farming is doomed to failure in trying 
to make a living from the land, the person who is not 
properly outfitted to run a credit jewelry business is 
bound to fail notwithstanding that he may have a good 
store in a fine location and may be the world’s best 
watchmaker. 
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after the departure of the last 
guest at the opening-day ceremony of the credit jewelry 
store—and long before the floral greetings have faded, 
the new merchant realizes that he has really just begun 
in business. 

This is it! 

Trying as was the period preceding the opening, with 
architects and builders on the one hand and suppliers 
and bankers on the other, in the period immediately 
ahead lies the real challenge. 

In that period, the merchant will have to be all of the 
above for himself. He will be the architect of his retail 
business, he will build it himself, he will be the supplier 
of the jewelry store needs of the community, and he will 
act as a banker for his customers. 

As the architect of his business, the Credit Jeweler 
must have a plan to start with. It is the essential funda- 
mentals of this plan that we shall discuss here. 

First the jeweler must have, or develop, the proper 
frame of mind. He must believe that he fills a need in 
the community. He is not starting in business just be- 
cause he wants to make money. He must perform a use- 
ful service. If he can do that—and make a profit—then 
he stays in business. 

The writer has always felt that an ethical credit jeweler 
is as important to the American Way of community life 
as is the local bank. Both supply credit to their customers 
which enables them to get something today which they 
would not otherwise be able to have until perhaps some 
distant tomorrow. 

It is, therefore, incumbent upon the credit jeweler to 
lay plans to conduct his business on the same high ethical 
level, and dignify the relationship with the customer, as 
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The author of this article, Stanley D. 
Goldberg, is owner of Steinberg’s Jew- 
elry Store, La Porte, Indiana. Mr. 
Goldberg has been operating this store 


He is presently serving his second suc- 
cessive term as president of the Indiana 
He is also active 
in civic affairs, now serving as president 
of La Porte Alcoholic Beverage Com- 





does the bank. In truth, the jeweler is in an unique posi- 
tion to do this, for he is not just extending credit—but 
extending credit for the purchase of pieces of merchandise 
that in themselves are beautiful and which will be used 
by the customer in expressing some of life’s finer senti- 
ments. 

This may sound naive—or impractically idealistic. 
Maybe it would have been 25 years ago. It’s realistic 
business today, however. For, speaking of banks, they 
are pretty big lenders to the wage-earner today. It is no 
longer necessary for the consumer to pay an exorbitant 
‘price’ to the merchant for credit. Furthermore, if the 
customer is not happy in doing business with you, feels 
he has been abused in the price of the article or in the 
terms or conduct of the credit arrangement, you will lose 
him to a “cash” store as soon as he no longer needs your 
credit-extending facilities. So the credit jeweler no longer 
sells only credit. He must sell, along with that, confidence. 

That is why in small communities, where most of the 
people are personally acquainted with each other, “borax” 
operation will destroy a credit jeweler before he gets 
going. This we know because of our long experience in 
towns of 25 to 50 thousand population. Without conduct 
which will build the consumers’ confidence, a credit 
jeweler is a dead pigeon before he jumps off the perch. 

To get this public confidence, the credit jeweler must 
“get into” a community. This is of prime importance— 
and it must be done with great intelligence. He must 
thoroughly familiarize himself with all phases of the life 
of the town. He must consider whether it is primarily an 
agricultural, industrial or service area—or a combina- 
tion. He must weigh this against these facts: the types 

(Please turn to page 118) 
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Established in 1906, Steinberg's Jewelry 
Store is located in La Porte, Indiana. 
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, is an intangible thing; you cant 
see, hear or touch it. But it is a mighty, profit-making 
asset for any credit jeweler who has it. Prestige means 
increased store traffic and sales volume; it means bigger 
ticket sales; it means success in business. 

Now of course the old time jewelers had prestige—and 
they did very little business. The credit jeweler of the 


past was happy to leave prestige to the old long-estab- 


lished jeweler and pick up the volume for his store. But 
today no credit jewelry store in a medium to small sized 
community can be successful in the long run unless it 
builds customer confidence and earns a reputation for 
reliability. 

Nationally accepted brand products are instrumental 
in building prestige and sales. A brand name product is 
important; but by itself it is valueless. Remember, the 
competitor down the street extends credit too and he also 
handles branded watches, branded flatware, branded 


jewelry, etc. 


OFFER GOOD SERVICE 


But the competitor down the street may not be offering 
good service. You can surpass him by being lenient as 
far as merchandise exchanges and returns are concerned. 
For example, if a customer brings back an article which 
he cannot use, give him a due-bill or return his money. 
And give his refund cheerfully and promptly. This far- 
sighted policy can establish a credit store as dependable 
and as a place of integrity. I believe it is also worthwhile 
to give due bills to customers who are either unwilling 
or unable to complete their payments. It is prudent for 
a credit jeweler to merely request return of the merchan- 
dise and give a due bill for the amount which the customer 
has paid toward the article. 

To provide better service, you can offer free gift wrap- 
ping. An article purchased as a gift should be gift 
wrapped; the effort is greatly appreciated by the cus- 
tomer. 

We are all aware of the importance of proper education 
for sales employees. Store managers and salesmen should 
be encouraged to read their business magazine, attend 
special jewelry classes and study gemology. A well in- 
formed, confident sales person radiates confidence, which 
in turn enhances your store’s prestige. As of now, Ru- 
dolph’s Dependable Jewelry Stores has approximately 
OL graduates of the course of Guild Gemology offered 
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About the author: 


Jay B. Rudolph is merchandise man- 
ager of Rudolph’s Dependable Jewelry 
Stores, one of the country’s largest and 
oldest jewelry organizations. 

Over 45 years ago, Bernard G. and 
Max H. Rudolph, young brothers, 
opened their first store in Syracuse, 
New York. Shortly after, the brothers 
adopied the plan of selling jewelry on 
the deferred payment plan. The success 
of the Rudolph jewelry stores is at- 
tributed to a liberal credit policy and 
concentration on quality merchandise. 


by the Diamond Council of America. Only through 
education, we believe, can a store manager or salesman 
become a jeweler in the true sense of the word. Thus, we 
feel that most of our people can intelligently advise cus- 
tomers on any questions which pertain to jewelry. And 
needless to say, such advice can be a prime factor in 
building consumer confidence in a jewelry store. 

Prestige, we said, is essential to the credit jeweler. Now 
it is obvious that prestige doesn’t just happen without 
cause; neither is prestige created over-night. But by the 
saine token, it doesn’t require 50 or 100 years to gain 
prestige. The time element can be correlated to the 
jeweler’s actions. Perhaps the most important action a 
credit jeweler can undertake is to participate in com- 
munity activities. The retailer who is active in civic 
affairs in his community gains prestige and recognition 
from the members of his community. 

It is also important that every jewelry store have 
satisfied employees—employees who are proud of the 
firm which employs them. In line with this belief, many 
years ago we instituted a pension trust plan which takes 
care of our employees in their old age. Our employees are 
happy and proud to work for our firm, and they reflect 
this pride and confidence in their relationship with cus- 
tomers. 

Window and interior displays are extremely important 
factors in gaining prestige. Window displays should have 
a certain dignity which truly sets off merchandise to its 
best advantage. I think windows should be trimmed 
regularly and that displays should vary from the con- 
servative to the well-merchandised type of display. The 
public judges the jeweler by his windows, so it is ad- 
visable to keep them neat and well trimmed at all times. 


BE CAREFUL WITH COMPLAINTS 


Customer complaints must be handled with satisfaction 
to the customer without undue delay. It is true that no 
retail business can operate without some customer dis- 
satisfaction. It is best not to argue with the customer, 
as there is always the danger that you may win the argu- 
ment and lose the customer. The credit jeweler spends 
a great deal of money to bring people into his store. He 
should not be so short-sighted as to fail to satisfy the 
customer, as most adjustments are not costly if handled 
promptly. All our customer complaints that are not 

(Please turn to page 116) 











Typical of the 32 Rudolph stores is 
the Rutland, Vermont store (above). 
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, — are two principal types of retail 
credit extended by merchants to consumers. There is 
the open charge account, sometimes varied to a three or 
four month budget payment plan. There is also the dis- 
tinctive type of tremendously popular credit, the instal- 
ment sale and account, which has won itself an estab- 
lished and important place in our economy. Many 
stores employ all these types of credit—open charge, 
budget payment, and instalment accounts. Thus, they 
can attract many types of customers as well as select the 
most suitable types of credit for each particular sale, 
which varies in characteristics according to the kind of 
merchandise sold, its price—and the relation of these 
elements to the credit history and economic position of 
the customer. 

Let us at this point consider the elements in granting a 
customer credit on an open or thirty-day account. These 
elements are not exclusive to the judging of such credit 
risks, but apply generally to instalment sales also. The 
particular elements which are peculiar to instalment 
credit only, shall be discussed later in this article. 

Generally speaking, our average customer applies for 
credit after looking at the merchandise. Our credit de- 
partment then investigates and makes a decision. 

There are many times, however, when a new customer 
inakes a selection of a piece of merchandise and then asks 
to have it charged. In such a case, when the customer 
is being turned over to the credit department, the credit 
man must call upon all the judgment and tact at his com- 


1a Credit Risk 


by GEORGE A. BOHNOW 


mand. If either is inadequate, he will find himself taking 
either an unwarranted risk or losing a good charge cus- 
tomer. 

The credit man must first prepare his ground with the 
customer so he is not in continuing fear of losing the 
customer because of the questioning which is necessary 
for his judgment of the risk. It is because this fear is 
not unfounded that adroit handling of the interview is 
necessary. The average individual seeking credit does 
have a feeling of humiliation. In such a state of mind 
he usually resents the credit man probing for personal 
information. A friendly attitude of interest in the con- 
sumer by the credit man usually overcomes this difficult 
sensitiveness. 

With the customer before you, and having convinced 
him of your hope to give him the credit he wants, just 
what does a credit man want to find out? 

First, is the customer’s character. Experience proves 
that a person of good character is not out to cheat a 
merchant—intends to pay and will. This question of 
character can largely be judged by the applicant’s past 
record of payment-performance at this store or at some 
others which have extended credit in the past. Assuming 
he intends to pay, then the only thing that may adversely 
affect his payments will be his ability to pay. 

Here the question of the applicant’s income is of para- 

(Please turn to page 120) 
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An Open Letter to 
A New Collection Man 


Dear Joe: 


Welcome to our organization. May I assume for the 
purpose of this letter that you have had no experience 
in the collection field. My reason for this assumption, 
Joe, is that I would like you to know both the theory and 
practice employed by us in the constant battle to maintain 
a healthy collection percentage. It is our responsibility, 
yours and mine, to make sure that the fuel line is kept 
clear and free flowing. By fuel line, I refer to our ac. 
count receivables. 

First of all, you should know that in our operation 
we have a very liberal selling policy. This policy is 
based on our belief that the average consumer is honest. 
It is true, certainly, that some people have to be re- 
minded, some cajoled, and others threatened in order to 
bring about a liquidation of their account. 

But we have always kept foremost in our mind the 
axiom, “A squeaky wheel gets the grease.”. As our col- 
lection man, we shall expect you to squeak persistently 
and, if necessary, loudly. However, the key to a suc- 
cessful collection operation is “organization.” Organize 
yourself first, and then those under your supervision. 
Proper organization will minimize wasted time and 
energy; organization will further enable you to cover 
the maximum number of account cards in any given 
day. 


WE BELIEVE IN HONESTY OF PEOPLE 


We said before that we believe in the honesty of people. 
Here are some statistics which lend support to this belief. 
Our average monthly collection percentage during the 
past years has hovered in the neighborhood of 12 per 
cent, which obviously affords us an 844 month liquida- 
tion period. Our average charge-off for bad debts is in 
the neighborhood of 5 per cent of our annual sales. 

Now these two percentage figures may sound high to 
you, but bear in mind that we do have a very liberal 
credit department and we have been able to operate 
profitably based on the above mentioned percentages. In 
fact, it might surprise to you know that we would be very 
much disturbed to find our annual charge-off percentage 
very much less than 5 per cent, as it would be indicative 
of perhaps a too conservative credit policy. 

You will note that we differentiate between the credit 
and the collection departments. They should be disasso- 
ciated, although they are closely allied. It is the credit 
department’s problem to get the sale; the collection de- 
partment’s task to collect the money. Contrary to most 
practices, it has been our policy to charge-off annually 
on the basis of 180 days delinquency. The general pro- 
cedure within the industry is to charge-off on the basis 
of 90 days. But we find that once an account degenerates 
into the “charge-off” file status, it is neglected and be- 
comes much more costly to process. It is urgent that you 
keep your current account current, otherwise you are 


THE JEWELERS’ CIRCULAR-KEYSTONE 





3s 
He, 
Rr 

“ 
a 
a 

xv 

» 

‘ 











EPP HPT Re Pe 


faced with the costly procedure of skip-tracing your 
P & L accounts. 

We have an outside collection agency which handles 
our P & L accounts on a 50-50 basis. The use of the 
collection agency for this purpose makes it possible for 
our collection department to concentrate on preventing 
accounts from going through the various stages of de- 
linquencies and ultimately becoming charge-off accounts. 
We do not employ outside collectors because such a col- 
lection procedure obviously reduces the traffic within the 
store—a factor which is very important in procuring add- 
ons to low balance accounts. 


SOME VITAL STATISTICS 


At this time, Joe, I would like to give you a few vital 
statistics from our own records. I would like to qualify 
first that the percentages which I am about to quote are 
for a 12 month average. Of course, there are certain 
months in which these figures will fluctuate. However, 
by and large over a 12 month period we strive for the 
following percentages. Some of these statistics result 
from our monthly aging of accounts receivable which we 
consider a must, if we are to be constantly aware of the 
condition of our receivables. 

We define a current account as one on which payment 
has been made within 60 days and we strive to maintain 
a ratio of 75 per cent currency. Another important factor 
is to maintain an average account balance of approxi- 
mately $42. It might interest you to know that in our 
operation, installment sales constitute 85 per cent of our 
total volume. Installment selling is our business and we 
make it a point to convert a $50 cash sale into $150 in- 
stallment sale. Our cost of collection consistently has 
been in the neighborhood of 15 per cent. 


The most important dunn is the first payment that a 
customer misses. It has been our experience that if we 
treat customers properly at the very outset of our busi- 
ness relations with them, they understand that we are 
business people and we must have our payments promptly 
and as agreed. They will then have more respect for us. 


Regardless of how you phrase a collection letter, it 
will be resented to some extent. But remember, Joe, you 


are only asking for the fulfillment of a commitment which 
they have voluntarily agreed to. 

Incidentally, we prefer weekly terms whenever possible. 
Each account should be processed weekly. We feel that 
one phone call will bring you better results than five 
letters. Phone calls should be made at night and definite 
promises should be exacted from the customer, which 
should be noted on their account card. 


DUN-MAIL FARMED OUT 


You will notice that we do not use mail girls within 
our office. We have eliminated the clatter of typewriters 
and congestion of additional personnel by using tape 
recording machines. The person doing the dunning sits 
with his account cards before him and dictates into the 
microphone, the customer’s name, address, and the num- 
ber of the form letter which he wishes sent to that particu- 
lar account. He then indicates on the account card the date 
and the number of letter which was sent to that customer. 
Having finished that card, it is kept in sequence and he 
goes on to the next account card. This procedure, you 
will find, eliminates the problem of having account cards 
in different pigeon holes and having them out of sequence. 

We have women who have domestic ties which prohibit 
their working within our store. They have supplies of 
our various form letters, envelopes, etc., in their home. 
We deliver the completed tapes of the recording machine 
to their homes where they have a play-back machine. 
Thus, they prepare our dun mail in their spare time and 
are paid on the basis of $20 per thousand. This procedure 
has worked out beautifully for all concerned. 

Our collection procedure has been very satisfactory. 
But we do not feel that it is perfection itself. So if you 
have any suggestions to improve our system, please feel 
free to call upon me. 


Sincerely, 
Herman Wasserman 





About the author: 


Herman Wasserman founded The 


Watch Shop, Inc., Louisville, Kentucky, 
in 1940. A watchmaker by trade, the 
author began to experiment with instal- 
ment selling in 1944. Since that time 
his business has flourished. 

The Watch Shop employs 27 people 
and occupies the first floor and balcony 
of a corner building in downtown Louis- 
ville. Mr. Wasserman, a firm believer 
that “experience is the best teacher,” 
completed the New York University 
Jewelry Store Management course in 


January, 1951. 
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Shown above is an interior view of The 
Watch Shop, Inc., Louisville, Kentucky. 


HERMAN WASSERMAN 


FOR JULY, 1953 81 





A Date to Remember: 


ie 
‘ 





a al 


Hon. Joseph W. Martin, Jr. 


Speaker of the House of Representatives 
of the United States 
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PROGRAM 


OF THE CONVENTION 





SUNDAY, JULY 26 


9:00 p.m. Forum on “Taxes and the Jewelry Business.” Fred B. Dreifus, mod- 
erator. Speakers: Victor Paul, chairman of the Retail Jewelers Tax Com- 
mittee; George R. Frankovich, executive assistant, Retail Jewelers Tax 


Committee, and the representatives of the NJA on the Retail Jewelers Tax | 


Committee. Audience participation. 


MONDAY, JULY 27 


10:00 a.m. Address by Dr. Frederick H. Pough. Subject: “The Synthetics Are 
Pushing the Naturals Around.” Questions and answers. 





10:40 am. Forum on “How to Conduct A Successful Credit Jewelry Business.” 


Jay C. Lighterman, moderator. Panel of five experts. Audience participation. 


29 Per TRO 


TUESDAY, JULY 28 


10:00 a.m. Address by Isaac Benwitt. Subject: “Carrying Charges for Retail 


Jewelry Stores.” Questions and answers with full audience participation. 


11:00 am. Symposium—‘What Makes a Retail Jewelers’ Association Tick?” 


An active association’s handling of problems and issues that can make or 





break the jewelry business. 
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1, order to meet conditions prevailing in 
business generally and in the jewelry industry in par- 
ticular, the National Jewelers Association has planned 
an unusual convention program in connection with the 
1953 National Jewelry Fair. 

The outstanding event of this year’s convention will 
be an address at the banquet on Wednesday evening, 
July 29, by Honorable Joseph W. Martin, Jr., Speaker 
of the House of Representatives. 

The aim of the Convention Committee this year, the 
same as in former years, has been to make the 1953 
trade show an exclusive promotion for the exhibitors and 
their retail outlets. The convention program has been 


carefully arranged with a view to having the sessions 
conflict as little as possible with the trade show’s exhibi- 
tion hours. 


Advance registration is being conducted on a large 
scale and facilities will be provided at the Conrad Hilton 
Hotel to register applicants for admission without crowd- 
ing and standing in line. 


There is no charge for registration and all retail jewel- 
ers and their representatives are invited to attend the 
trade show. As in former years, the privilege of advance 
registration is extended only to firms engaged in selling 
jewelry and allied merchandise at retail. 


KEY: 

ExH—Exhibition Hall Booth 

ExH Annex—Exhibition Hall Annex Booth 

GBR—Grand Ballroom & Foyer Booths (2nd 
Floor) 

PDR—Private Dining Rooms (3rd Floor) 

Ballrooms, Suites—listed as such . .. no 
abbreviations 

Fifth & Sixth Floor Sample Rooms—listed 
as such with numeral "5" or "6" as first 
numeral in group of 3 


A 


Aaron, Samuel, Inc.....GBR Booth 270 
Accro Watch Co., Inc...ExH Booth 145 
Adams, William, Inc....GBR Booth 308 
Adler, Albert ..ExH Annex Booth 176A 
Air Luggage Co. ........ GBR Booth 267 
Aisenstein, Louis, & Brothers, Inc. 
ExH Booths 120-121 
Allan Co., The ........ ExH Booth 146 
Allen, Robt. Co. ......GBR Booth 239 
Altheimer & Baer, Inc. 
GBR Booths 260-261-262 
American Piastic Co. ...ExH Booth 27 
American Safety Razor Corp. 
ExH Booths 68-85 
Argus Cameras, Inc.....ExH Booth 74 
Ascherman, Chas., & Co. ...Room 539A 


B & O Chain Co. ...... ExH Booth 100 
Baldwin-Miller Co. 
ExH Annex Booth 166A 


Banner Watch Co. .......... Room 657 
Bardach Brothers ........... Room 501 
Belgrad, M. J., Co...... GBR Booth 223 
Bell Lamp Mfg. Corp....ExH Booth 36 
Bellini, Inc. ............ ExH Booth 50 


Benrus Watch Co. 

DeLuxe Participation Suite 1005A 
Berman Watch Co., Inc.....Room 513A 
Bieler-Levine Co. 

GBR Booths 272-273-274 
Black Hills Jewelry Mfg. Co. 
ExH Annex Booth 168A 
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EXHIBITORS 


Bloom, Roy M., Inc...ExH Booths 14-15 
Brown & Gravenson, Inc. 
GBR Booths 277-278 
Bruner-Ritter, Inc. ..ExH Booths 71-72 
Buffalo Jewelry Case Co..ExH Booth 98 
Bulova Watch Co. 
Royal Skyway Suite (23rd Floor) 


Cc 


Caplen Jewelry Display.GBR Booth 306 
China Overseas Corp. 
GBR Booths 244-245 
Cohen, A., & Sons Corp., ExH Booth 95, 
North Ballroom (3rd FI.) 
Columbia Diamond Rings 
P.D.R. 1 (3rd FI.) 
Columbia Walescraft Ltd. 
ExH Annex Booth 178A 
Cory Corporation ...... ExH Booths 7-8 
Cramer-Tobias-Meyer, Inc. 
GBR Booth 312 
Cranley Silver Mfg. Co...ExH Booth 40 
Crosley Division (Avco Mfg. Co.) 
ExH Booth 34 
Croton Watch Co.:......... Room 512A 
Cuckoo Clock Mfg. Co., Ine. 
GBR Booth 275 


Davids, Lothar ........ GBR Booth 311 
Davidson & Sons Jewelry Co., Inc. 
ExH Booths 112-113 
i a ExH Booth 22 
Dennison Mfg. Co....... ExH Booth 5-6 
Diamond Council of America 
Participation Suite 


Doppelt, Sid Co........ GBR Booth 227 

Dormeyer Corp. ..GBR Booths 263-264 

Dulane, Inc. ........... ExH Booth 143 
E 

Eagle Watch Co., Inc....Rooms 610-611 

Ekco Products Co........ ExH Booth 10 


Elco Identification Bracelet Co. 
ExH Annex Booth 186A 


Elgin National Watch Co. 
Skyway Suite 2320 (23rd Floor) 
es rere Room 655 


F 


Fairbanks Ward Industries, Inc. 
GBR Booth 255 
Fantasy of Jewels made by Allecraft 
Novelty Cas .cccccsce ExH Booth 122 
Farber, S. W., Inc. 
ExH Booths 46-47-58-59 
Feature Ring Co., Inc. 
Participation Suite 
Felch & Co., Inc......... ExH Booth 50 
Fiddelman & Son, Inc., J. 
Participation Suite 
Firman Leather Goods Corp. 
GBR Booth 232 
Flex-Let Corp. ....ExH Booths 118-119 
Freed, Edwin, Inc.....ExH Booth 75-76 
Freed, S. R ExH Booth 50 
Freedman, Marvin J....ExH Booth 149 


G 


General Electric Co. (Electronics Div.) 
GBR Booth 268 
Gladstone Case Mfg. Co...ExH Booth 20 


ed case teeseuns Room 658 
Goldstein-Gerson Co. ...... Room 658A 
Goodman & Co. ........ ExH Booth 24 


Gruen Watch Co., The 
Skyway Suites 2305A-2306A (23rd 
Floor) 


H 


Hadley Co., The 
Skyway Suite 2320 (23rd FI.) 


Hamilton Watch Co. 
ExH Booths 116-117-128-129 


Harman Watch Co. ....ExH Booth 101 
Hartman-Cutler Corp...GBR Booth 270 


Heirloom Sterling 


ExH Annex Booths 183A-196A-197A 
(Please turn to page 170) 
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by STANLEY M. FREEDMAN, 
Bound Brook, N. J., Jeweler 


‘The defeatist jeweler, when things are slow, 
sometimes bemoans the fact that he had to pick this par- 
ticular type of retail business, and he may look with an 
envious eye at the food and clothing stores. “Those are 
fine businesses,”’ he'll say, “. . . those lines are necessities. 
After all, people must eat and they certainly must have 
clothes.” 

It’s tragic that such a jeweler does not realize the 
enormous potential of his own business. He fails to realize 
that in contrast to the “necessity” stores, we jewelers rep- 
resent a very small proportion of all retail outlets nation- 
ally. Our own experience proves that there is actually 
some healthy plus volume to be had if the jeweler exercises 
initiative, aggressiveness and hard work. The jewelry out- 
let run according to this formula can have a brilliant 
future of growth and profit. 

A major direction for future growth, I am convinced, 
will lie in the credit mail order field. So that you may 
judge for yourself, I will pass along some of our ex- 
periences and the lessons we have learned. 


FEATURE BRAND NAMES 


When venturing into the mail order business, there are 
two basic principles that must be accepted. The first is 
that a part of your success will be, in effect, an indictment 
of the lethargy of that jeweler who, in each case, is nearest 
to each of your mail order customers. The second prin- 
ciple, and probably foremost in importance, is that you 
must select only standard branded items to sell. Standard 
brands are vital because it is impossible for a jeweler 
through his own advertising to tell the full story about his 
merchandise. There must already be a high degree of 
public acceptance, built up by the manufacturer’s own 
advertising. 

With these principles accepted as your foundation, the 
next thing to consider is that you are going to sell on 
credit. I’ll go into the mechanics of this later; at this point 
treat it as a vital sales point in mail order selling. It’s a 
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‘Credit mail orders,” states Stanley M. Freedman, a retail 
jeweler, “represent the greatest retail frontier for the 
jeweler today.” In this article, the author discusses his 


own experiences in the credit mail order business. 


matter of using the tested formula in which the manufac. 
turer creates the demand, while you concentrate on shov. 
ing the customer how easy it is to acquire the desired 
item. In your approach to the consumer, credit is the thing 
which makes acquiring the item easy, and it must be 
featured. It will be the greatest single force in making a 
sale. 


ADVERTISING MEDIUM IMPORTANT 


Selection of media to carry your message involves a 
logical approach, replete with facts and data on file with 
any reputable journal . . . plus a great deal of unadul. 
terated luck. A general thing to consider is that there is 
no such thing as a cheap or bargain medium. Rates, of 
course, vary with circulation and with the quality of the 
magazine. I have found that, percentage-wise, an ad pays 
out better and actually makes more money proportionally 
in the so-called better media. The ads seen here appeared 
in such magazines as the Farm Journal, the Romance 
series, and in several magazines of fraternal groups such 
as the Moose. It is difficult to give any workable rules-ol- 
thumb, except to try to determine who represents your 
market . . . and from there to discuss with your agency 
the best means to Ait this market. 
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Insofar as the ad itself is concerned, let me say that the : 
professional approach can make the difference between 


an ad that makes money and a failure. Enlist the help of 
the manufacturer whose product you are selling, and the 


help of the advertising department of the media selected, | 
who should have a good idea about what kind of material | 
gets a response from their readers. Add your own ideas; 
then take them all to a reputable advertising agency to | 
have a professional ad made up by a group of specialists. 7 
The dollars spent here in art work and layout preclude 7 
wasting your space costs on a mediocre presentation that | 


doesn’t pull. 


Once your presentation has reached the readers, the 4 
procedures you adopt for your own operation become F 
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New Frontier 








NOW YOU CAN OWN 
1847 ROGERS BROS. 


AMERICA'S FINEST SILVERPLATE 


qnly*s DOWN 
$5 A MONTH 


Exactly As Advertised (gue 
On Inside Back Cover y : 
"~ 
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Selection of advertising media is im- 
portant in the success of a credit 
mail order operation. Right, two sam- 
ples of Peter's Jewelers’ ads, which 
have appeared in national magazines. 
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America's 
HEAVIEST Silverplate 
A joy forever—for your- 
self or a loved one. Or- 
der the pattern of your 
choice. We'll send com- 
plete 52 piece service for 
eight at nationally ad- 
vertised prices. No in- 
terest or carrying charge. 
Shipped prepaid. 
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: This Lovely 

3 | Tarnish-proof Chest 
, f 

: a 

: lf you order now. 
i $12.00 Value 


Peter's Jewelers and Silversmiths, Dept. FJ-1 
401 East Main St., Bound Brook, N. J. 

Please send me Complete 52 piece service of 
1847 Rogers Bros. in this pattern 
§ enclose $5. deposit [] Cosh [} check [) M.O. 
if not completely satisfied | will return in ten doys 
for full refund, otherwise | agree to poy $5.00 
per month until full price of $74.50 is paid. 
NAME 
ADDRESS . 

A ZONE.. . STATE 
Employed by ico 
(1€ housewife give Nusband's employer) 


It is wise to acknowledge a customer's 
mail order on receipt; this is done by 
Peter's in a form card shown below. To 
+ § create follow up sales, the store uses 
| a special form letter, below, right. 
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This is to acknowledge with thanks your valued order. It has 
been entered on our books for immediate delivery. 
, Upon receipt of it, please, check the merchandise for any 
, shortages or damage in shipment. If this occurs notify the carrier 
h (Post Office or Railway Express) immediately and enter a claim 
|. J as it, of course, i$ insured. 
18 Thanks again for the privilege of doing business with you. 
t & Cordially, 
ep Peter's Jewelers and Stluersmiths 
P Mail Order Division 
) 401 E. MAIN STREET BOUND BROOK, N. J. 
y & 
d 
ve 
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LF important. For example, acknowledge a mail order from 

x | a customer on receipt. Aside from advising that you have 

y | the order, this prompt reply psychologically bridges the 
_ credit checking time lapse between receipt of the order 

e | and the actual shipping of the merchandise. 

n | Credit checking sounds complicated but is actually one 


of the simplest phases of the credit mail order business. 
The coupon in your ad must have a space asking for the 
place of employment of the husband; this plus the name 
and address of the individual makes it possible to obtain 
a credit check. 

Regardless of any other data, the basic things in proper 
credit evaluation are: where do they live?; for how 
long?; where do they work?; for how long? When you 
know this, plus any other data the agency may submit, 
you can decide whether or not to pass on the sale. Our 
average cost of credit checking is $1.08 per order and it 
(Please turn to page 124) 
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Lon ] PETER’S 
SILVER CLUB 
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JOIN NOW 
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everyone, with glorious, | 
mognificent 1847 Rogers 
Bros. Silverwore. We mate [7 
it s@ convenient . so 
easy for you to own oa / 
complete 52 piece ser- 
vice for eight that you 
shovid not hesitote oa 
moment longer! Send 
an easy $5. 
a month. 
Complete set 
ss sent fo you 
immed:atel y— 
vse ond enjoy 
> it while paying. 
There 1s no credit 


in your order now 
for the lovely new 
“Deflodil”’ of any 
other pottern of 
your choice. 


charge, no service 
chorge — you poy 
no more than the 
advertised price. 


Select any pattern 











You poy only regular price 
for the silverwore you buy. 
No tox—no interest—no eatra charges 


Peter's Jewelers and Silversmiths, Dept. 1-28 
401 East Moin $1. Bound Brook, N. J. 


' 
: Please send me Complete 52 piece service of 


’ 1847 Rogers Bros this pattern 

at enc $ ‘0 mh [) check [) MO 
If not completely sotished | will return in ten doys 
for full refund, otherwise | ogree to poy $5.00 


per month until full price of $74.50 is paid 
NAME 
ADDRESS 
city ZONE STATE 
Employed by 

('t housewife give Husband s employer) 























Peter 7) JEWELERS 




















&. MAIN and HAMILTON STS. BOUND BROOK 9-0740 


We are usually so busy at Peters that we over- 
look expressing appreciation of good customers. 
That is my only excuse for not thanking you 
sooner for the nice way you handle your account. 


Enclosed are a small group of circulars indicating 
some of the other branded merchandise we hancle. 
From time to time we will send others as they are 
printed. 


Because of your fine credit standing, feel free 
to order any of these at any time. NO DOWN 
PAYMENT is required and they will be added to 
your account. Incidentally you pay only the 
NATIONALLY ADVERTISED price, and of course 
they are shipped PREPAID, with NO CREDIT or 
CARRYING CHARGES. 


Again thanks for being a wonderful customer. 


Cordially 


PETER'S JEWELERS 


















Nelling the Credit Store— 


With Attractive Window Displays 
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A new type of elevation display, suitable for credit 
store use, is this window featuring fashion jewelry. 


== credit jewelers are unanimously 
agreed on the tremendously important part that window 
and interior displays hold in their merchandising schemes. 
Their average customer is, more often than not, one who 
likes to window shop extensively before entering a store 
to make a purchase. Thus window displays in the credit 
store have a very direct influence on specific sales which 
means that they must be primarily merchandising dis- 
plays. These same jewelers, however, are equally em- 
phatic in their feeling that the credit store window not 
only can, but must build and maintain the dignity and 
prestige of the store at the same time that it is telling 
its sales story. 

This has not always been done in credit stores and too 
many stores still show the influence of early selling prac- 
tices in over-crowded, disorderly displays with blatant 
and undignified copy messages. The custom of selling 
on credit terms has become so well accepted in the public 
mind that it no longer needs strong-arm promotion. The 
present-day jewelry store customer is looking for the best 
value she can find regardless of whether she is paying cash 
or buying on credit. She may be able to judge soundly 
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by VIRGINIA DIXON 


on a cut of roast beef or the fabric in a suit or dress, but | 


she cannot see how heavy the silver plating is on a spoon 
or weigh the carats and judge the clarity of a diamond. 
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She must depend on the reliability of the store where she | 


makes her purchase. Though she may compare merchan- 
dise from one store window to another, her final decision 
will be dictated by her judgment of the store based largely 


on her visual impression of the windows and the store | 


front as a whole. 

The elements that can be used to build successful credit 
store windows: (1) Careful and thoughtful arrangement 
of the merchandise itself; (2) The use of eye-catching 
display props and accessories which are in good taste 


and which help in telling the sales story; (3) The use of | 
(4) Frequent | 


well designed posters and copy cards; 
change of merchandise, accessories and color schemes; 


(5) The striving for a basic unity in appearance that 4 


will express the personality of the store. 
Most credit jewelers feel that it is necessary to show 


in their windows not only a wide variety of kinds of E 


THE JEWELERS’ CIRCULAR-KEYSTONE | 













=] i 


— wr ww 





See eae, hegre 











In this suggested display, curved shelves and shadow boxes 
are used to support a varied display of merchandise. 


merchandise—rings, watches, silver, clocks, china, radios, 
and so on, but a large assortment of each kind. A few 
stores have bravely experimented with smaller, more 
dramatic merchandise arrangements and report excellent 
results, but the average credit store, because of its com- 
parison shopper type of customer will not dare such a 
radical departure. The opinion is also quite generally 
held that heavily merchandised displays can be neither 
good looking nor prestige building and therefore that 
credit store windows to be attractive must sacrifice sales 
possibilities. This is not so. It is not how much—or 
litle—merchandise is shown in a given area, but how 
that merchandise is arranged that makes the display effec- 
tive. A few pieces, badly arranged, can look more 


c. A new treatment for long narrow windows is achieved by a series of shadow boxes recessed in the back wall. 
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cluttered and unattractive than a quantity of articles 
thoughtfully placed. Mass displays can be eye-catching. 

There is a physical limitation to the amount of mer- 
chandise that any one window will hold and there are 
always a few merchants who seem bent on defying such 
limitations, but on the whole, the jeweler with average 
size windows can display as representative a selection of 
his stock as he deems necessary and can still have attrac- 
tive windows. It is a matter of organizing the merchan- 
dise in logical groupings and simple design patterns—of 
making the best use of all the space that is available with 
well-designed fixtures and elevations. 

There are a number of new types of display elevations 

(Please turn to page 123) 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customer is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part X—Topaz 





Illustrated are cut topaz quartz (left) and precious topaz (right). 


FE. many years now, there has been con- 
siderable confusion about the gemstone that is known as 
topaz. When the jeweler uses the word he means the 
brown variety of quartz; a stone that might more properly 
be sold under the name of citrine. Many authorities have 
attempted to correct American usage to conform to the 
recommendations of the European jewelers’ organization 
known as B.1.B.0.A., but it seems to be a losing fight. 
Topaz quartz comes in such a range of colors, from the 
palest of yellows to rich deep orange browns, that calling 
them all citrine seems no more accurate than present 
usage. 

To the mineralogist, topaz is a specific mineral. 
Chemically it is a combination of aluminum, fluorine 
and silica. As with most of the jewelry stone minerals, 
its color is accidental, caused by the presence of uncer- 
tain impurities. The brown variety, most often seen in 
jewelry, is known as “precious topaz,” to distinguish it 
from the commoner quartz topaz. It is most important 
that this distinction should be kept in mind, for there 
have been cases where a jeweler has attempted to dif- 
ferentiate between the paler and deeper citrine quartz 
varieties by qualifying his “topaz” with some term like 


by DR. FREDERICK H. POUGH 


“imperial” or “precious.” The term “precious topaz’ 
must only be used for the real topaz gemstones: and the 
mineralogist really would prefer to see B.1.B.0.A. recom- 
mendations followed in this country. 

Topaz crystallizes in doubly refracting crystals (ortho- 
rhombic) with a hardness of 8, a refractive index of 
about 1.62 and a specific gravity of 3.53. All of these 
properties are worth noting. The high refractive index 
(as compared to topaz quartz and beryl) makes it a fairly 
brilliant stone when it is properly cut. The notable clarity 
and brilliance make it instantly distinguishable from the 
quartz equivalent. In addition, its tint of yellow brown 
is slightly more pleasing to the eye. 

The hardness of 8 makes it a durable stone; being 
harder than quartz (7), it wears well and retains its 
polish better than the commoner gemstone. It should be 
noted, however, that it also has one direction of easy 
cleavage, parallel to the ends of the crystal, and that this 
is a direction of weakness if the stone is subjected to 
sudden blows. 


(Please turn to page 100) 
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RONSON 
WINDSOR 


> ++ gracefully contoured 
in andsome Gem-Tone 
finishes. Monograms 
names, inscriptions and 
emblems can be engraved 
in gold, silver Or other 
colors. Shown at left: just 
one o many engraving 

















SUggestions, 
$5.50 














PROMOKT THESE 
STUNNING NEW 


RONSON LIGHTERS 


Feast your eyes on the handsome Ronson 
Lighters shown on this page. Each is a 
gem of design...a marvel of precision 
workmanship. Yet they’re just a few of 
the many nationally advertised Ronsons 
that carry down-to-earth price-tags to fit 
every customer’s budget. No wonder 
they’re destined to top the best-seller list 
this summer...and stay on top all year 
round. 


This summer, promote Ronson pocket 
and table lighters. They’re perfect as: 
















RONSON 
PAL 


...ultra-smart lighter-cig- 
arette case combination. 
In rich blue and gold 
enamel featuring distinc- 
tive Fleur-de-lis motif. 


A great gift. 
$17.50 









































* Vacation and Bon Voyage Gifts 

* “Bread-and-Butter” gifts to weekend hostesses 
* Prizes for Sports and Games at outings, picnics 
% Gifts for birthdays, weddings, anniversaries 


ONSO 


WORLD’S GREATEST LIGHTER 


(®) 





Ronson Art Metal Works, Inc.. Newark 2, N. J. 


P.S. Don’t miss the big Ronson exhibits at the 
National Jewelry Fair, Conrad Hilton Hotel, 
































Chicago, July 26th to 30th . . . and at the 





RONSON 
MINERVA 


...exquisite table lighter 
in fine porcelain set off 
with gleaming heavy sil- 
ver plate. Women love 
the dainty floral design. 


$12.50 


plus tax 














ANRJA Convention, Waldorf-Astoria, New York, 
N. Y., August 9th to 13th. 
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Merchandise is not the only thing that becomes obsolete: 
merchandising and management can also become out-of- 
date. This belief was expressed recently by Hyman J. 
Cohen before the Greater Detroit Jewelers Association in 


an address, a condensation of which is published here. 


ee MANY of us, who have pioneered to 
make jewelry an important part of the American Way 
of Life, still think in pioneering terms, and too often act 
accordingly. Too often we fail to delegate activities to 
our youths. 

For example, in your own pioneering days you made 
progress. You also made mistakes. From your youngsters, 
you expect only progress—you do not tolerate mistakes. 
You want perfection. It is very important for you to 
delegate your authority in management to your youths, 
who will work with some of the good tools and good ideas 
you created, plus the new tools and new ideas of their 
own creation. 

Let them make some of their own mistakes. They 
might be less costly than the ones you made. You are 
probably in a better position to afford them now, than 
when you made your mistakes. 

Such thinking is in line with the subject of my presen- 
tation which is “Obsolescence,” the jeweler’s unseen 
enemy. 


NOT ONLY MERCHANDISE BECOMES OBSOLETE 


When one speaks of obsolescence, he usually thinks in 
terms of merchandise. Actually, the dangers of obso- 
lescence can be found not only in Merchandise, but also 
in Merchandising and Management. Let us first consider: 


A. OBSOLESCENCE IN MERCHANDISE. I meet in 
my travels many dealers who tell me, “There is no such 
thing as obsolete jewelry. Eventually, a customer will 
come for the very article that you think is obsolete and 
it will be sold at a regular profit.” Those dealers belong 
to yesteryears. 

Obsolescent merchandise—merchandise that is not up- 
to-date, can ruin a manufacturer as quickly as it can 
destroy a retailer. A case in point is the story of a well- 
known quality jewelry manufacturer who made quality 
goods in New England for years. Total sales dropped to 
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Obsolescence— 
the Jeweler’s Unseen Enemy 





by HYMAN J. COHEN 
President, A. Cohen & Sons Corp, 


$250,000 yearly. They claimed that their wholesalers let 
them down and that the retailers (meaning you) let them 
down, too. It never occurred to them that they let them. 
selves down—that they introduced nothing new in style 
for years. Oh yes, they had quality, but on unwanted 
obsolete items. The plant was sold. The new management 
is now manufacturing men’s jewelry, in the latest, up-to- 
the-minute styles to the tune of 614 million dollars a year. 

Another New England ring manufacturer, selling 
through wholesalers—furnishing them with quality goods 
(but not up to the consumers’ liking)—blamed his 
troubles on the wholesalers. They dropped them and 
started selling direct. It was worse—so they closed up. 


B. OBSOLESCENCE IN MERCHANDISING: This is 
another pitfall. Too often, a successful merchant with a 
record of achievement in planning his merchandising for 
the year or season, comes up with his old records. Such 
as, “Last year, we purchased X quantity of watches. This 
year, we will buy plus or minus.” The store record is the 
sole guide. No, no, a thousand times no! This is not 
sufficient. Important, yes, but most important is to know 
market trends, style trends, general conditions and your 
own local conditions. 

To know a market does not apply only to retailing. It 
also applies to suppliers, which reminds me of an actual 
story. 

Way back in 1908 I worked as an office boy in the New 
York office of a German clock manufacturer. They made 
and still make, popular priced clocks of all types, from the 
low alarm to the five-rod chime. 

One of their aggressive salesmen sold six mahogany 
chime clocks at $24 each to the best known jewelry store 
in a big eastern city. 

The whole office was celebrating the event—every one 
congratulating one another—a real holiday spirit— 
“Imagine our clocks being in such a fine store!” The 
boss slapped me on the back and said, “Say, kid, isn’t 

(Please turn to page 150) 
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FOLDERS 


to give or mail to your customers 


thie es di ee 
of course, should be cheeen with special 





oh care. We keep this in mind when we - 4 
le terms of eee and “i oS ee select the diamonds that geintoour oo ee 
Whether it marks the joy of the ss wollections...making eure that each 
engagement, or the snecess of later years, ss emquisite gem we have to show you, 
it fe the gift cach woman chevishes, ee no matter how large or smell, ene — 

and wears =—— ee | — that you can be — to gee “ 














We should like to explain te you how color, 
re cutting, and clarity, as weil as carat weight, 
os . |  gontribate te a diamond's beauty and value. .. 
ee and how each diamond in our collection 
is scientifically appraised. Whether you are 


_—Raech amend yo ge ber wil hie = 


looking for a diamond of madest size : 
with special meaning, brightly and price, or one that is majestic, we believe 


_ symbolizing your love and devotion. S we can help yoo make the right selection. 











& Order 1000—free! Or, order several thousand, and get your 
first thousand free. Enclose 75¢ for each additional thousand. 


To help you sell diamonds . . . these handsome new two- 
color folders are offered free, as part of the all-out diamond 
advertising and promotion effort 


They feature diamonds for all gift occasions, give 
important facts about diamonds, invite customers into 
your store. 


They’re sized for bill enclosure use, and counter dis- 
tribution, and space is provided for imprinting your 
name and address. Order 1000, free. Enclose 75¢ for 
each additional thousand. . . . Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th Street, New York 17, N. Y. 


TIE IN WITH THE ALL-OUT PROMOTION—KEEP DIAMOND SALES COMING YOUR WAY 


De Beers Consolidated Mines, Ltd. 
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A Camera Promotion that Really Clicked! 


B, BUILDING an entire promo- 
tion around a single unusual item from the 
store’s camera department, Basch’s, 731 
Euclid Ave., Cleveland, drew a rich harvest 
of the most desirable type of store traffic. 
The single full-page newspaper advertise- 
ment that touched off three days of store 
activity resulted in the sale of 75 cameras, 
at $89.75 each, plus many accessories, and 
its effect was still being felt two months 
later. 

Basch’s traffic-building event was not a 
price promotion; the featured item was the 
famous Polaroid Land Camera selling at its 
nationally-advertised price of $89.75. Easy 
terms with no down payment were offered, 
however. The full-page Sunday paper an- 
nouncement, run only in one newspaper on 
March 15, stated that factory experts would 
be in the store to explain the camera dur- 
ing the following Monday, Tuesday and 
Wednesday. 


(Please turn to page 129) 
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Take Advantage of This 
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You've Heard About It - You've Read About It - 
The World's Most Amazing Comera! 
NOW TRY IT YOURSELF! ABSOLUTELY FREE! 














DEVELOPS ITS OWN PICTURES 
meesssc’ IN ONE MINUTE! 


DEMONSTRATION! 


Monday, Tuesday & Wednesday 
BASCH'S ~ 731 Euclid Ave. 
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CAMERA 
$89.75 
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See This Miracle of Modern Seience in Action! oe 


Basch's Leading 4 aes 
The Pulareté Camera tobus bouefital 3° .°r4's” Stack axd bite ee 332 Suctid aye. Livextond 14, Ox» 
teros—~pictures yse't _—* he proud ts shaw your friesds, ts fame : 
op in Glave t as teally 3 VAIN ae Dt ween 
Aad the Paiarold Camera is easier te sarvie thas any ether fier 
‘aan 


gortee: A whiek of the plontic pris’ caster end M2 yours tor drops. 
Come ts tadey ond sen Ms dramatic demonstration By ny nacte 
atte we tan tt rman ve o20 of these miracle camacar for xe ter 
imanediate adtivers 


BILE DELL DALE IRE SIRS ORIEN IE 


THE JEWELERS’ CIRCULAR-KEYSTONE 





IF YOU'RE NOT BUYING 


LOOSE DIAMONDS 
YOU'RE SELLING 


TOO HARD 















- SWIRSKY & EHRLICH 


LOS ANGELES 13, CALIFORNIA =: 220 West Fifth Street » MUtual 3173 
CHICAGO 2, ILLINOIS + 55 East Washington Street * FRanklin 2-7791 
DALLAS 1, TEXAS + 1802 Main Street + PRospect 104] 
ANTWERP, BELGIUM - CAPE TOWN, SOUTH AFRICA 





ae 








Toe ye 


aa 





a a 


Sie SES ith al Calas 





ee Ree 


ary 


i nail 


ai Bice 


fo at 





TSS 2 OR 


ELLER LR ALL RE SAE 














ay 


ed 


‘at 


This fabulous gold necklace set with diamonds and LinpeE Star Rubies was 
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WHAT ARE LINDE STARS? Linpz Stars are real 
gems. They are chemically, physically, and optically 
identical to the finest of those of nature — with the 
same full-color richness, the same hardness, the same 
heirloom qualities. | 

Live discovered the secret of nature's finest gems 
—the star ruby and star sapphire—and now creates 
them individually in special furnaces under precise 
laboratory conditions. They have captured the prized 


the coveted corn- 





pigeon-blood red of star rubies 
flower blue of the finest star sapphires. 

To the manufacturer looking for a regal stone to 
use in designing a new, popular-priced line... to the 
jeweler searching for the newest, most saleable mer- 
chandise ...to the fashion-conscious woman and to 
the man who demands dignity as well as style, LinpE 
Stars are the colorful answer! 
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MORE SALES WITH LINDE STARS! LINDE 
Stars are within the price range of nearly everyone, 





because science has made these hitherto rare gems 
available in continuing supply for year-round pro- 
motion. They mean new store traflic, new sales, and 


added prestige for you. 


FREE DISPLAY TO BRING IN SALES—A beau- 
tiful easel display card, featuring the photograph on 
the opposite page, will be sent on your request, to 
be used in your window. ..on your counter. . . sur- 


- rounded by LinpvE Star gems for men and women. 


It will draw in customers . . . make new sales for 
you. Send for it now. CList of manufacturers also 


available ) 


DISTRIBUTED BY 


CHARLES F. WINSON GEMS 
580 Fifth Avenue, New York 19, N. Y. 


MAX DURAFFOURG GEM COMPANY 
576 Fifth Avenue, New York 19, N. Y. 


*Linde is a registered trade-mark of Union Carbide and Carbon Corporation. 
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SMARTEST NAME IN THE STORE! 


Smartly styled, smartly priced... and smartly advertised | f 





—American Beauty compacts and other fashion accessories 
belong on the smartest shelves . . . your shelves. 


Look at this list of magazines carrying American Beauty 
advertising ... sales messages that will reach your best prospects. 
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a the nto of this powerful campaign... 


€ —— areaiwens Beputy 


SELL American Becksy 


Order a your wholesaler today, or write Us 
direct for the name of your nearest wholesaler. 














Awarded the coveted 
Modern Screen 
Hollywood 
Fashion Award 


Its an 









the smartest name. fn ‘fashion! 





Compacts — carryalls — Mirror-Lipsticks — lighters — 
cigarette cases — Case-O-Matics — dresser sets 


AMERICAN BEAUTY DIVISION, ILLINOIS WATCH CASE CO. ELGING ILLINOIS 
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BIRTHSTONE FOR AUGUST 


To most people, astrology is pure superstition. 
But nevertheless, even cynics will admit that it 
has some interesting points in its favor. For ex- 
ample, take the astrological significance of the 
birthstone for August, peridot. For people born 
under the sign of Virgo, in August, this birthstone 
signifies “married happiness.” And according to 
an old verse, ““The August-born without this stone, 
"Tis said must live unloved alone.” 


The poetic astrological significance of peridot 
has a universal appeal. What man, aware of the 
romantic significance of this clear and transparent 
stone, would not want to present it to his wife as 
a birthday gift. Peridot, under artificial light, loses 
its yellow and looks more green, hence its cog- 
nomen “evening emerald.” 


Truly a beautiful stone—in either natural or 
synthetic spinel—peridot, and the alternate birth- 
stone, sardonyx, has a long history dating back 
to ancient times. Many of these stones caught the 
fancy of the Crusaders, who brought them back 
from the Middle-East as loot. 


A Display 
of Peridot 


A pair of white birds and small clus- 
ters of orange blossoms are suggested 
for this August display since the Peridot 
is alleged to promote married happiness 
for those who wear it. Rings are ar- 
ranged on circular elevations. A red- 
dish violet tone for elevation tops would 
contrast effectively with the green of 
the stone. Plaster or papier maché 


could be used for the birds. 





Another Industry Service by JC-K—in Cooperation with the Jewelry Industry Council 
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Start Me Off, Dason! Send me this month’s rings and sales-material. | 
would like complete unit(s) of 4 rings @ $30.90 per unit. 
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by W. B. STODDARD 


In New Orleans, White Bros. used this clever display to promote the April birthstone, diamonds. 


Stone Rings...The Perfect Birthday Gift 


= day is some person's birthday. And 
because these occasions are so frequent, people are con- 
stantly on the alert for suitable gift suggestions. The 
perfect birthday remembrance, of course, is the birth- 
stone ring. 

Aware of these facts, the Schubach Jewelry Co., Salt 
Lake City, Utah, features each month a window display 
of birthstone rings. Generally, the store sets aside the 
center area of a display window to show prominently the 
stone of the month. Scattered throughout the window are 
birthstones of every month in the year. A large card on 
the back wall suggests, “Stone rings, Perfect Birthday 
Remembrance.” 









Every month Schubach Jewelers 
in Salt Lake City, Utah, fea- 
tures a window display of the 
stone of the month. Displayed 
less prominently are birthstones 
for every month of the year. 
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In addition, Schubach’s exhibits birthstone rings in a 
large display case located in the lobby of one of the city’s 
finest hotels. The cost of the display is less than $1.00 
per day on a yearly basis. A small card in the case 
advises people to “Walk two blocks down to the Schubach 
Jewelry Store on Main St.” An unusual attention-getting 
aspect of the display is a clock which provides the 
‘Naval Observatory” time. This clock helps attract atten- 
tion to the display of people passing through the lobby. 
Displays are changed frequently and rings are usually 
shown at the same time in the store’s windows. 

Geo. D. Davidson Co., Los Angeles, is another firm that 


(Please turn to page 131) 


















Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1992 


by W. F. FOSHAG and GEORGE SWITZER 


Curator and Associate Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


(PUBLISHED BY PERMISSION OF THE SECRETARY, SMITHSONIAN INSTITUTION) 


ko the third straight year a new high recore 
was established when the value of diamonds sold in 1952 totalled 
an estimated £72,000,000, an increase of about six percent above 
1951. Sales effected through the Central Selling Organization on 
behalf of South African and other producers amounted to £69,- 
661,926, an increase of £4,603,961 over 1951. The remainder was 
divided principally between Brazil, Venezuela and British Guiana. 


The outstanding feature of diamond sales in 1952 was the strong 
advance in industrial diamonds. Sales of industrials amounted to 
£23,892,069, an increase of more than £5,000,000 over 1951. Sales 
ef gem diamonds amounted to £45,769,857 in 1952, about £1,000,- 
000 less than in 1951. 


The sharp increase in the sales of industrial diamonds is a 
reflection of the Kerean War, rearmament programs of the Western 
Powers, technological advances, and strong buying by the Uniteo 
States for stockpiling purposes. 


While the diamond industry as a whole is at a high level, 
diamond cutting is still troubled by shortage of rough and some 
unemployment. 


The United States is one of the principal elements of the 
diamond industry since it consumes three-fourths of the world 
production. There was little change in the diamond market in 
the United States during 1952. Supplies of gem diamonds were 
ample, although fine quality stones of large size were scarce. 
The supply of industrial diamonds, however, was insufficient to 
meet all demands. 


DIAMONDS IN FASHION 


An international movement in the fashion world brought forth 
the names of designing jewelers in Rome, Milan, Florence and 
Madrid, in addition to those mentioned in reports of previous years. 


The announcement of the date for Queen Elizabeth’s coronation 
had an impact on fashion at all levels. Precious jewelry responded 
conservatively with revivals of diamond-set crown brooches, small 
baskets of jeweled flowers, some favor for amethyst (the royal 
purple) and the Tudor rose as a motif. Tiaras and crown-like 
ornaments of all kinds were heavily promoted. 


A returning theme in necklaces was the trellis or criss-cross 
pattern in a deep bib, using baguettes with brilliants or pearls 
at the intersections. Bracelets were also developed in this style. 
Brilliants were sometimes mounted in box settings instead of 
prongs. Also frequently seen was the necklace with diamond 
drops, usually fancy cuts. Another form was the stiff, hoop-like 
gold bangle, set with many small brilliants. 


A great deal of attention was given to diamond clasps for pearl 
strands, some with long pendants. Other fasteners were developed 
with mechanical means for shortening or lengthening a necklace 
of diamond-studded gold beads or genuine pearls. Earrings 
became larger, while there was evidence of a retreat in the 
amount of jewelry worn on the wrist. 


| In engagement rings the newest idea was a revival of the use 
of cushion-cut diamonds mounted in platinum. These were shown 
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in the most expensive jewelry salons in New York and London, 
The cushion-cut was especially appropriate to coronation times 
since this is the cut of the Cullinan II, 317 carats, in the State 
Crown to be worn by Queen Elizabeth. 

In the lower priced engagement rings baguette solitares were 
used, set with an extension rim to increase their apparent size 
The saving between a brilliant cut and a wide baguette may_ 
amount to as much as 30 percent. Marquise and pear shapes were 
also featured, although the brilliants were the most popular, ag 
usual. Baguettes were the favorite side stones. Newest rings had’ 
a quarter-carat round diamond in a fancy pierced-work mountir 
without side stones, priced to sell under $200. 9 


TRENDS IN THE RETAILING OF DIAMOND JEWELRY 


Trends in the retailing of diamond jewelry in the United 
States were again investigated by a well-known independent 
search organization for N. W. Ayer and Son, Inc. The purpose of 
the survey was to obtain data on trends in consumers’ preferences) 
for diamond jewelry and on trends in jewelers’ sales, inventories 
and prices. Information presented in the report was based on 
personal interviews conducted in January 1953 with 111 retail 





This is the first part of a condensation of Jewelers 
Circular-Keystone’s 28th annual report on the dia- 
mond industry. World production and the facts on 
industrial diamonds will be published in subsequent 
issues, after which the complete report will be pub- 
lished in book form. 
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jewelers located in 63 cities throughout the United States. The 
stores surveyed were broken down as follows: cash stores 50 
percent, credit stores 41 percent, department stores 9 percent. 


There was no significant change in sales volume of diamond 
jewelry or diamond engagement rings between 1951 and 1952. 
Total store sales, however, tended to rise. Three-fifths of the 
jewelers expect their 1953 sales volume of diamond jewelry to be 
the same as it was in 1952. Twenty-five percent forecast an in- 
crease, 9 percent a decrease. Expected increases and decreases 
average 10 percent. Diamond jewelry sales represented about one- 
quarter of total jewelry sales of the typical dealer in 1952. 


The typical jeweler reported a rate of turn of one and one-half 
in 1952. Seventy-seven percent of the dealers expect to operate 
at the same rate of turn in 1953. 


Ninety-eight percent of the jewelers had no difficulty in obtain- 
ing a sufficient quantity of diamonds in the last half of 1952. 
Some dealers reported certain sizes and certain qualities in short 
supply. Diamonds of two carats and over were not an important 
part of the sales of the typical jeweler. For the fourth successive 
year, diamond engagement and wedding rings gained in popularity, 
while pins showed a sharp decline in sales. Popularity of men’s 
diamond jewelry remained relatively unchanged in 1952. Forty- 
four jewelers reported that they did not sell any loose stones in 
1952. Among the 59 who did report such sales, not more than 10 
percent of their business was accounted for by the sale of loose 
stones. Less than six percent of the jewelers reported that, to 
their knowledge, customers had purchased diamonds for investment 
purposes. 

Diamond engagement rings continued to produce as much 
revenue for the typical jeweler as all other diamond jewelry com- 
bined. Size is the primary consideration among customers pur- 
chasing rings under $400, but quality the more important consid- 
eration for higher priced rings. Eighty percent of the diamond 
engagement rings sold by the dealers in 1952 were set with center 
stones of 55 points or less. Only 7 percent of the respondents 
reported sales of rings with stones larger than 75 points. The price 
reported by the typical dealer for diamond engagement rings sold 
in 1952 was $167, exclusive of Federal tax. 


The popularity of diamond wedding rings remained unchanged 
during 1952, according to 44 percent of the jewelers. The typical 
jeweler sold 28 percent of his wedding rings set with diamonds. 
The typical price reported for diamond wedding rings sold in 
1952 was $88 exclusive of Federal tax. Almost three-fifths of the 
jewelers reported that there had been no change in the popularity 
of matched sets of diamond engagement and wedding rings in 
1952. According to three-fourths of the dealers couples who have 
been married for some time represent an important group of po- 
tential customers for diamond engagement rings, wedding rings, 
or both. 

More than three fourths of the respondents did not handle any 
synthetic rutile in 1952. Only 6 percent of the dealers in the pane] 
considered rutile a threat to diamonds. 

The DeBeers’ advertising program was considered excellent by 
34 percent of the jewelers, good by 45 percent, fair by 17 percent 
and poor by 4 percent. The price ranges published in DeBeers’ 
advertisements are about right according to 87 percent of the 
participants in the survey. 


Average retail prices, as published by DeBeers, between March 
1948 and October 1952 follows: 


Diamond Prices as Quoted in DeBeers Advertisements 














Date lf carat 16 carat 1 carat 2 carats 
Mar. 1948 $90 to$210 $260 to $525 $665 to $1165 $1615 to $3470 
May 1948 90 to 205 250 to 450 600 to 1185 1400 to 3335 
Jan. 1949 90 to 205 250 to 450 600 to 1185 1450 to 3335 
Mar. 1949 85 to 225 215 to 450 555 to 1050 1355 to 3180 
June 1949 80 to 195 200 to 440 460 to 1060 1000 to 3000 
Aug. 1949 80 to 195 200 to 440 460 to 1060 1000 to 3000 
Sept. 1949 100to 230 210 to 475 625 to 1250 1290 to 3250 
Dec. 1949 100to 230 210 to - 475 625 to 1250 1290 to 3250 
Jan. 1950 85 to 185 220 to 475 625 to 1250 1395 to 3500 
Apr. 1950 85 to 175 210 to 465 550 to 1165 1250 to 3000 
July 1950 80 to 215 210 to 500 560 to 1200 1200 to 3000 
Oct. 1950 85 to 200 230 to 460 550 to 1165 1215 to 3125 
Jan. 1951 85 to 185 200 to 415 520 to 1165 1250 to 3125 
Apr. 1951 85 to 170 225 to 405 600 to 1165 1250 to 3245 
July 1951 90 to 185 220 to 450 625 to 1105 1600 to 2835 
Oct. 1951 85 to 185 220 to 425 600 to 1100 1300 to 3250 
Jan. 1952 95 to 200 210 to 450 585 to 1150 1250 to 3200 
Apr. 1952 85 to 210 225 to 450 585 to 1170 1335 to 3000 
July 1952 95 to 185 210 to 425 540 to 1200 1200 to 3250 
Oct. 1952 85 to 190 215 to 440 575 to 1200 1335 to 3300 
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UNITED STATES IMPORTS (Exclusive of Industrial Diamonds) 


Total gem diamond imports into the United States, jp dollar 
value, for the years 1942 to 1952 are as follows: 


ere rrr ere $26,186,949 
eer 68,127,004 
eee 72,670,146 
SS 65.0406 sak one 107,308,028 
ere 166,637,049 
errr 96,061,131 
ee err 100,645,415 
Pere rere 69,727,517 
ee rere 102,186,741 
ES 066 see knees 110,169,603" 
ck 0 hy 8a a epee 103,972,623 


1 Revised figure. 


These figures show the value of the 1952 imports to be approxi. 
mately $6,000,000 less than in 1951. A breakdown of these figures 
mto rough or uncut, and cut but unset, for the past two Years 
is given below: 





a 


Rough or Uncut Cut but Unset 








Value Value 

per per 
Year |Carats Value Carat |Carats Value Carat 
1951! |654,235|$48,256,746/$73.76 |480,602/$61,912,857/$128 99 
1952 |725,422) 52,300,980) 72.10 |438,546| 51,671,643) 117.89 























Se 


1 Revised figures. 


DIAMOND CUTTING AND TRADE 


GENERAL 


The disturbances brought to the diamond industry by World 
War II still influence markedly the industry today, and account 
for many of the existing problems. At that time the invasion of 
the Low Countries forced a dispersal of the industry to other 
lands. The Netherlands lost 60 per cent of the workers in the 
industry and has not yet succeeded in re-establishing the industry 
at a satisfactory, yet lower level. The Belgian industry showed 
a rapid recovery but soon fell into a depression reaching an 
unemployment of 90 per cent in 1948, and from which it has not 
yet fully recovered. 

While the diamond cutting centers of Europe were struggling 
to regain some of their old position in the industry, the new cut 
ting centers in Israel, the United States, and South Africa 
attempted to hold their newly acquired positions. In Brazil, Cuba, 
Puerto Rico, etc., the condition of the industry deteriorated rapidly, 
in some cases almost to extinction. 

According to a survey of labor conditions in the diamond cutting 
industry made by the International Labour Office (Viala, R, 
International Labour Review, Vol. LXVI, No. 4, October 1952), 
the number of workers employed in the main cutting centers 
during 1951 was as follows: 


ea rr eee 15,000-16,000 
NN gc cex ix eedasuws 3,000- 4,000 
OS errr TT err Te 2,000 
United States .............. 1,700 
Netherlands ................ 1,300- 1,400 
Union of South Africa....... 850 
NN ee ag ta ca 600 
United Kingdom ........... 600 


In countries where the diamond cutting industry is of major 
importance, workers are usually strongly organized. Most of the 
national diamond workers’ organizations are affiliated with 4 
national federation, and a number of these belong to the Unk 
versal Alliance of Diamond Workers, an international organiza 
tion founded in 1905, with headquarters in Antwerp. Problems 
acted upon by the Alliance included boycott of the German 
industry, vacation with pay, payment of wages for national hol: 
days, general adoption of the 40-hour-week, rules regarding appret 

(Please turn to page 156) 
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... for those who desire the finest. 
Each piece a masterpiece of the jeweler’s art. 
Available on consignment for your 
special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N. Y. 


Phones: VAnderbilt 6-0457-8 


For prompt attention p’ease address al! inquiries Dep’t K-7 


FOR JULY, 1953 

















i FULLY agreed with Robert F. Jennings, 


Toledo, Ohio, jeweler, when I read his article in the 
January, 1953, issue of the JEWELERS’ CIRCULAR-KEY- 
STONE. I, too, feel that it does pay to modernize your 
store. For years I would look at pictures of new jewelry 
stores in JC-K and sit back and day dream of having a 
modern jewelry store. But I procrastinated because it 
seemed like such an undertaking. 

We opened our business in Kerrville, Texas, in 1930; 
we decided to modernize our store in March, 1949. 
The reason for waiting so long was we were afraid to 
take the risk, even though we had been saving money for 
years specifically for modernization purposes. The cost 
of the entire remodeling program, we learned, would be 
approximately $22,000—and, of course, we were hesitant 
about spending it all. 

We are located in a small town with a population of 
about 9,000—which increases during the summer 
months because of the many camps in our vicinity. 
However, our old store fixtures apparently were uninvit- 
ing and we made little progress in sales volume. 

With my wife’s encouragement we finally made the 
decision to modernize. Looking back now, I can tell 
you this for certain: it was worth while. Not only have 
sales tripled during the past two years, but the new 
store has had wonderful psychological effects. I truly 
take pleasure when customers enter the store and tell us 
what a beautiful store we have. As a matter of fact, we 
have had several jewelers from different towns visit our 
store and take pictures of it because they wanted to 
modernize their stores. 

Now that our store is modern and up-to-date, I don’t 
intend to let it gradually deteriorate. After a store is 
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The new modern exterior of Lewis' Jewelry has an inviting appearance. 


Does it Pay to Modernize? 












PROCS FON ee Se ee 





by HENRY LEWIS, 


Kerrville, Texas, Jeweler 


modernized, I believe improvements should be made 
regularly. j 
We are proud of our new store. It does pay to mod- 
ernize and I hope our experience will encourage hesitant 
jewelers to take the step and modernize their stores. 





The entire modernization program cost approximately $22,000; 
but in the opinion of the owner, every dollar was well spent. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


London: 32/34 Holborn Viaduct 




















bWe have a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co- 


608 Fifth AV —, Res. 
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Back-to-School Bell 


| a new feeling of luxury and sophis. 
lication in back-to-school fashions this Fall that will give 
jewelers an apportunity to sell greater amounts of jewelry 
to the “young set’”—and at higher price tickets. You’ye 
heard, of course, that “Young America” is becoming 
more sophisticated all the time, and it’s certainly evident 
in this Fall style trend. Even six-year-olds will be strut. 
ting off to school in black, and black-trimmed dresses; 
teen-agers will be shedding boyish shirts and dungarees 
for dressy, feminine fashions; and mink-trimmed clothes 
will give an air of glamour to every college campus! 
Every point of this back-to-school Fall fashion story 
promises a growth in jewelry sales, and this prized group 
of customers (the youth of your community today, 
diamond and silverware customers tomorrow!) should 











(Please turn to page 128) 








The complete ''Costume Look" is a favor- 1. Leather is a fashion leader for fall © 
ite college fashion. Jewelry is used to in clothes and _ accessories. Volupte's F 
change the mood of the costume, and the genuine leather compact with gold color ; 
clever co-ed carries a jewelry change metal rope is $7.50 retail. 2. Volupte's © 
with her in a roomy "model" handbag. The "Pierrot, 3-in. square with gold rope 
young lady in our sketch wears a slim also $7.50. 3. And every co-ed can be | 
wool sheath as the basic part of her cos- in-the-mink with Volupte's 3-in. square — 
tume, and adds dramatic jewelry for eve- compact, mink-covered; retails at $17.50. 
ning. In class she adds a cashmere sweater 

or tailored overblouse, and tailored jew- 4. Winard, Inc., has a variety of gold- 
elry. For out-of-doors she creates one of filled chain bracelets and disc charms 
the newest slim suits by adding a pastel to hang from them. The Christmas tree 
leather jacket and decorates her suit with lighted with bright colored stones retails 

a handsome fob pin at the waist. at $14. 5. Gold-filled safety pins are 


favorite pin-ups for teen-agers and col. & 
legiates. By Winard, Inc., to retail at © 
$4 a pair. The swinging center mobile § 
disc bracelet retails at $5.00. 6. Gold- 
filled jewelry ensemble by Winard fec- 
tures interesting texture contrasts by en- 
twining airy rope twists with shining smooth 
links, and set with simulated pearls. Neck- 
lace $20; earrings $4 o pair; bracelet $12; 
retail prices. 
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by WINIFRED PARKER 
Illustrations by Dorothy Burke 


7. Brooches by Church & Co. Top, 14K 
gold brooch with opal center retails at 
5 OE $25; left, 14K gold with cultured pearls 
t & and genuine peridot, $80 and brooch in 
14K gold, cultured pearls and blue sap- 
phires retails at $50.00. 8. The teen-agers’ 
. & colorful scarab pin and drop-earrings in 
; E 14K gold. Pin $18; earrings $12.50. 9. 
d Beautifully styled rings by Church & Co. 
1 for teen-agers and co-eds; three red gar- 
nets and four cultured pearls, $32.50; black 
, & onyx and diamonds, $55; zircon in airy set- 
ting, $15; cultured pearls and opals, $26. 


10. Teen-ager fashions call for bracelets 
galore! Three hand-engraved sterling tubu- 
lar bracelets and sterling ring set with 
amethyst-colored stone, all by B. A. Ballou. 
Bracelets are $17, $13 and $10. The ring 
is $6. Prices retail. Also available in 
| square tubing and gold-filled. 11. Kinder- 
l & garten jewelry fashion is sterling silver 
| barrette with dainty blue enameled flowers, 
$4. It becomes a matched ensemble by 
adding dainty sterling indentification brace- 
let. $2.50. Pretty and practical for pre- 
schoolers to wear name tags. All prices are 
retail. 12. Ballou's grade schooler's jewelry 
ensemble. The glamorous bobby-barrette 

q in gleaming gold-filled with dainty enam- 
if eled flowers retails at $3. The gold-filled 

; tubular bracelet is $5, retail. These items 
: also available in sterling. 


13. From the House of Milner, a 14K gold 
ring with interchangeable top—cluster of 

q sapphires and cluster of rubies. Complete, 
' § $500 retail. 14. The diamond and platinum 
' 8 heart brooch, $750; the diamond and white 
gold lucky horseshoe ring is $140. Prices 
are retail. 15. The diamond and platinum 
_ charm bracelet is a favored fashion for 
— co-eds. It can be promoted as a "growing" 
og type of jewelry, starting with a bracelet 
and single diamond charm and adding 
charms on gift occasions. By House of 
Milner. As shown $1200 retail. 
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Confidence Built this Store 
For ‘Oklahoma's Oldest Jeweler 


10,000 visit B. C. Clark’s new store 
during grand opening in tribute to a 
reputation built on reliability and 


honesty since Indian Territory days. 


by ERNEST W. FAIR 


7. all represents my dreams come true!” 

So declares B. C. Clark, Sr., Oklahoma’s oldest jeweler, 
who in his 84th year has opened one of the Southwest’s 
most modern stores at 113 North Harvey St., Oklahoma 
City, and celebrated his 60th anniversary in the business 
at the same time. 

“From the very early days of 1892 when I came to 
Purcell in Indian Territory and opened a jewelry busi- 
ness on a frayed shoe string,” he recalls, “from that day 
on I dreamed of having a healthy business built on friend- 
ship of my customers, a fine store and a fine son to carry 
on for me ... and I have them all now!” 

Over 10,000 Oklahoma Citians visited his three-story, 
25 ft. by 150-ft. store on opening day, March 2nd. They 
saw diamonds, watches, clocks, pearls and other items on 
the street floor, took the store’s new automatic elevator 
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B. C. Clark, Sr., and his son 
show customer a replica of 
the famous Jonker diamond. 
On store front (below) signs 
call attention to 61 years 
of service by “Oklahoma's 


Oldest Jeweler," B. C. Clark. 





to the second floor where silverware and china are fea- 
tured and to the third where the repair and manufacturing 
plant is located. Then they filed down the beautiful 
wrought-iron-trimmed marble stairway beside the eleva- 
tors and saw each floor reflected in the big mirrors that 
are part of the stair back walls. 

Both Mr. Clark and his son were on hand to greet cus- 
tomers who came in from all over the Southwest. They 
found the trip worthwhile. They saw the famous Imperial 
$100,000 pearl gown, modeled by a local girl. A replica 
of the famous Jonker diamond was explained by its cut- 
ter, Lazare Kaplan of New York, who is an old friend 
of Clark. For gifts, the Clarks had placed 3,500 zircons 
and 25 small diamonds (each with an $80 value) into 
small white envelopes. Each customer took an envelope 
from a big box, and in three days 18 of the diamonds 
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ATMOS—The Perpetual Motion Clock! No Jeweler’s stock 
is complete without ATMOS—America’s most-wanted 
clock—the hoped-for, planned-for possession of millions 
of families today. Its dramatic presence in your window 
compels the attention of every passerby, lends fine pres- 


YOUR CUSTOMERS ARE SEEKING 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


The popular trend to “Quality” is sweeping the country! 
It is influencing more and more discriminating people 
to choose the “Exceptional” in personal possessions. 
LeCoultre’s powerful, consistent national magazine ad- 
vertising has created countless pre-sold customers for 


you—right in your own community—who seek the “‘Most 


tige to your entire presentation. You need ATMOS! $175. Exceptional Watches and Clocks in All the World.” 





LE COULTRE TRAVELETTE.A“must’ LE COULTRE CALENDAR CLOCK LE COULTRE BARO-THERMO. The sportsman’s friend— 


for every vacationist — for your) #323. The most useful Desk Clock a necessity in every household! It tells the time, tem- 
clock department. 8-day jeweled- ever devised — tells the seconds, perature and weather. Remarkably accurate, precision- 
lever movement and alarm in fold- minutes, hours and date with 8- made, 8-day jeweled-lever movement and alarm. It 
ing burnished bronze case. $25.75. day jeweled-lever movement. $65. travels safely in a folding burnished bronze case. $54.50. 





LE COULTRE CALENDAR MOONPHASE LE COULTRE POWERMATIC. Every month 
The ultimate in time and its telling. In- offers you the opportunity to recommend 
triguing dial reveals the seconds, minutes the superior accuracy of this exceptional 
and hours; the day, date, month and phase _ self-winding watch. A LeCoultre Reserve 
of the moon, In gold-filled case. $99.50. Power Indicator, Gold-filled case. $71.50. 
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LE COULTRE FUTUREMATIC. Engineered 
to be the most accurate automatic watch 
in the world! 100% self-winding, it has 
no winding stem. Fully patented — ex- 


clusively LeCoultre. Gold- hilled. $99.50. 





















































Grand Opening visitors to B. C. Clark's 
new store were impressed by the well- 
equipped repair and manufacturing shop 
located on the building's third floor. 


Fine china is displayed in these custom-built display cabinets on 
second floor of the new Clark store. Silver is also on this floor. 





In second floor silver department. specially built fixtures have re- 
cessed bases that provide more footroom for seated customers. 


10& 








had been drawn. The envelopes told visitors that if they 
had drawn a zircon it would be accepted as a $10 credit 


on anything in the store, while a diamond rated $8) 7 


credit. 


The 10,000-person turnout was largely a tribute to 


“e 


the elder Clark, who has built his business on “. . . being 7 


an honest friend to every customer” and on “absolute 
honesty.” 

“I know a lot of other jewelers laugh when Dad tells 
them his success is based on those things,” young Clark 
explains, “but it’s the absolute truth. We've done a lot 
of advertising and merchandising but never anything that 
would overshadow those two factors—they’re the corner. 
stone of our business.” 

This foundation of personal honesty and long-estab- 
lished reputation is a feature of all the store’s advertising, 
and has been for a number of years. The senior Clark's 
picture and his designation as Oklahoma’s oldest jeweler 
is a part of almost every ad. The advertising, following 
a program laid down in 1936 and seldom varied, consists 
of small ads in local newspapers three days a week and six 
spot announcements each day on a local radio station. 

The last paragraph of the new store’s formal opening 
announcement which follows is typical of the advertising 
message used in all the B. C. Clark merchandising copy: 

“B. C. Clark has been in the jewelry business 
longer than any other living person in Oklahoma— 
he has lived to see a dream fulfilled. Tomorrow 
the B. C. Clark Jewelers, with Oklahoma's out- 
standing reputation for honesty and integrity, open 
the doors of the most beautiful jewelry store in 
the great Southwest.” 


“There’s nothing spectacular about any of this ad & 


vertising,” Clark, Jr., explains, “it just bears down on 


our one theme of reliability, honesty and our application 


of the personal touch between jeweler and customer. 


“We believe jewelry should be sold right along with § 


confidence—that today there’s nothing more important 


in merchandising jewelry than confidence—and_ thats § 
something we try to sell our customer on before we ever © 


try to sell any piece of jewelry.” 


(Please turn to page 130) 
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Here's why IMPERIAL will again be the ¢ 
most talked about exhibits at the 





National Jewelry Shows this year 
: 
Imperial is the world’s finest, most publicized 


& 
@ 
€) 
cultured pearl & 
@ 


Imperial, the name in Cultured Pearls known the world over for qual- 
ity and styling, will present the finest Cultured Pearls, styled into 
breathtaking new jewelry creations that will again be the talk of the é) 
jewelry shows. 
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«> Imperial’s Gift Pearl promotion is the year's e) 
® most sensational merchandising idea. . . C) 
> ® 
S 
® 
S 
C 
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Yes, and again Imperial is offering many original promotion plans to | 
help you sell more merchandise, PLUS Imperial’s Gift Pearl promotion 

. the promotion that has been proven the most sensational jewelry C) 
wondieeniiiben idea of the year. 


JULY 26-30 AUGUST 9-13 
CONRAD HILTON HOTEL WALDORF-ASTORIA () 
® Booths 90-107 Booths 47-48 


Oh Exhibition Hall Grand Ballroom eu 
OO & > to become an Imperial 
Cultured Pearl Jeweler. 


Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 


©) 
NJA—Chicago ANRJA—New York S 
®@ 








| «*) The World’s Finest—Known the 
YC World Over. It will pay you 





New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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Brother and Sister Team 
Pool Ideas for New Store 


Operating on unusually low budget but equipped with some 


valuable experience gained from top-level jewelry stores, 


this brother and sister team combined their ideas with 


architect’s know-how to create this modern store in Chicago 


= ON A BUDGET estimated to be 
approximately half the usual amount necessary for open- 
ing a jewelry store in Chicago, Thomas and Rena Baldac- 
cini have established a new retail outlet at 5712 West 
Beltmont which compares favorably in design and decora- 
tion with any of the city’s finest stores. 

The store was completed at the comparatively low cost 
of less than $30,000, which was possible because of the 
experience and know-how of the brother and sister team. 
They cooperated with one of the area’s prominent archi- 
tectural firms, Peterson and Peterson, in designing the 
store’s interior. 

Thomas Baldaccini spent more than seven years with 
the Peacock Jewelry store, Chicago, in charge of store 
design and window display. His sister, Rena Baldaccini, 
had long been associated with the Olson and Ebann 
jewelry stores, and before joining her brother in the new 
venture, was co-manager of the chain’s Lincoln Avenue 
store. 
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Thomas Baldaccini, co-partner, points ouyf” 
one of the store's unusual display cases, 


by WILLIAM J. JOHNSTON 


The overall view of the store pre- 
sents a picture of the latest ideas 
in modern jewelry store interiors. 





The Baldaccini’s ideas were carried out principally i 
designing the store’s interior. An interesting innovatiol 
—one involving minimum cost to achieve maximum deé 
orating design—is the manner in which the store’s wall 
are decorated. . 

A new photographic wallpaper process is used whi 
gives the impression that the walls are of inlaid marbié 
The wallpaper, called “Dilon,” gives the store a brigh 
stylish appearance, and sets off the dark finish of ti 
display cases to best advantage. It is more attractiv 
than the often-used wood paneling and is more desirabk 
because of its lower cost. : 

The design and arrangement of the display cases als 
add to the store’s modern motif. The cases have all glaa 
tops and have glass half-way down the front. They : 
all well lighted with built-in fluorescent bulbs. The i 
teriors of the cases have a step arrangement so that ¢ 
of the merchandise can be viewed clearly. | 

(Please turn to page 161) 
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* lilustrated 


The reputation of Borrelli has been achieved by consistently 


maintaining complete assortments of Cultured Pearls — both in necklaces 
and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 


Yau Oem EL L I GS O@ 2 


i'M PO R TE RS 


665 Fifth Avenue, New York 22, N.Y. ¢*. Telephone MUrray Hill 8-0648 


CHICA GO . LOS ANGELES . TOKYO 


above, in actual size, is our world-famous cultured necklace, ‘The Princess ‘of Polynesia” 


Progress of Instalment Selling 


(From page 71) 


The advent of the advertising credit jeweler heralded 
to millions of people that a way had been found to make 
it possible, and very easy, for the man who worked for 
wages to buy the diamond ring that he always wanted 
his wife to have. 

Strange as it may seem, no one man had so much to 
do with ushering in and nurturing instalment buying of 
jewelry as Henry Ford. His policy of high wages left 
workingmen of thirty-five years ago a limited amount of 
money after they paid for the minimum necessities of life. 

Disregarding the traditions and conventions of the 
jewelry business, the credit jewelers used progressive and 
ageressive methods to sell working people what they 
wanted. With the help of Henry Ford, they actually de- 
veloped their own customers for jewelry. 

In reviewing the history and background of present- 
day credit jewelry business, it is well to bear in mind 
that there never yet has been opened a new line of flour- 
ishing trade that has not had its, shall we say, “moments.” 
It is well known that few men, and women, too, know 
when and where to stop. That particular human frailty 
no doubt explains some of the excesses of early credit 
jewelry business and makes possible an understanding 
of the occurrence of abuses that had to be corrected. 

In 1925, competition in the credit jewelry business 
reached the “dog eat dog” stage. To get customers into 
their stores, credit jewelers tried to outdo one another 


in giving away merchandise, some of which fell far short! 
of adding anything to the dignity of jewelry as a com” 
modity. 
Of course, the idea was to make sales of items of 
jewelry on a profitable basis to those who responded tg’ 
the jewelers’ urgent invitation to come and get something | 
for nothing. Then, too, the “frontier” credit jewelers alsy | 
had in their make-up some of the same gambling insting 
that makes today’s bridge players shout “Double!” whey 7 
they haven’t got a Chinaman’s chance to win. | 
A small part of the credit jewelry business still suffers | 
from a hangover from the great give-away days, but the | 
stunts and gimmicks of today are harmless, or nearly go, 
Usually present-day slopping over in advertising and pro. | 
moting can be attributed to inexperience and overzealous. 
ness. 
In the old days, sometimes called the pioneering days’ 
of instalment jewelry business, if a store in the first block | 
offered free a 32-piece set of dishes with a $50 diamond” 
ring, the store in the second block at once put out q_ 
screaming sign offering a 54-piece set of dishes with q! 
$40 ring. And just to get even, the store that deplored all: 
such “unethical and degrading practices” at once offered | 
a 20-diamond wrist watch “absolutely free” with every] 
$50 diamond ring. 1 
Competition among themselves sometimes led credit? 
jewelers into using silly give-aways. Talking doll babies’ 
were given with every purchase of $11. Canary birds,’ 
cage and all, went free with every $15 sale of jewelry, 7 
Turkeys for Thanksgiving and Christmas were such popu. | 
lar give-aways with rings and watches that butchers com. | 
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Necklaces about 7.50 and 10.00, 
bracelet about 7.50, pin about 
7.50, earrings about 3.00 and 
4.00; .. plus federal tax, At fine 
stores everywhere. 







costume jewelry at the 


® the costume jewelry line of brilliant beauty 1953 NATIONAL JEWELRY FAIR 


® complete line of individual pieces and magnificent sets 


® triumphant new designs for fall Conrad Hilton Hotel : Chicago 


® unconditionally guaranteed workmanship and materials 
® prompt service for your complete satisfaction JULY 26 to JULY 30 


® national advertising in leading publications . . . i att 
—3——<- Exhibition Hall - Booth 19 


Factory and Showroom: 31 South Franklin Street, Chicago 
Other Showrooms: 366 Fifth Avenue, New York City © 231 W. Wisconsin Avenue, Milwaukee ® 607 S. Hill Street, Los Angeles 





plained about jewelers taking away trade. In some places, 
butchers even threatened to retaliate by offering a dia- 
mond with every turkey. 

When the cost of give-aways to get people to come into 
jewelry stores cut deep into jewelers’ profits and also 
made a cross-section of the public suspicious, credit 
jewelers, who were the victims of their own folly, re- 
sorted to higher markups. The result was comment, which 
still persists, that credit jewelry stores charge unreason- 
ably high prices for the privilege of buying on credit. 


MEN OF SOUND JUDGMENT 


Even in its earliest stages, credit jewelry selling had 
in its ranks many men of sound business judgment. They 
were the first to condemn the raucous practices of the 
minority and to seek ways and means to safeguard their 
investments and the instalment method of selling. 

Back in the middle twenties, organizations of credit 
jewelers were started in various cities and the aim in 
every instance was to bring stability to instalment selling. 
The men who then were able to foresee that in time the 
jewelry industry would have to rely on credit selling to 
grow and prosper formed trade associations and tried to 
eliminate undesirable trade practices by means of volun- 
tary self-government. Some of the trade associations 
formed by credit jewelers in the twenties and thirties still 
are in existence and have a record of substantial achieve- 
ments for the good of the jewelry industry. 

Just as the first real wave of instalment selling started 
in Detroit, the first national credit jewelers’ trade as- 
sociations also were started in that city. The National 


Jewelers Association, formerly the National Associatio, 
of Credit Jewelers, dates back to 1925, the year in which 
terrific competition caused the give-away epidemic, 


Instalment jewelry selling now has emerged entirely 
from its growing-up trials and tribulations. World Wa; 
II brought about the completion of the evolution. High 
family incomes and merchandise shortages in nearly ql] 
other lines raised jewelry-store volume to tremendoys 
proportions. 


Wartime conditions brought credit jewelry business to 
maturity and into line with jewelry business in general, 
Although some few credit jewelers may still have their 
“moments,” it can be said that both the evolution and 
the revolution are over for selling jewelry on credit. The 
present-day faults and shortcomings of credit jewelry 
business are common to all retail business. 


QUALITY GOODS AT PREVAILING PRICES 


Jewelers who sell on instalments know that it is good 
judgment to sell quality merchandise at prices that pre. 
vail generally throughout jewelry retailing. They realize 
that it is sound policy to employ advertising, promoting 
and selling methods that do not draw criticism. 


In Detroit, as well as all over the country, credit jewel. 
ers now are among our leading merchants. They are up. 
and-coming businessmen. They are progressive and their 
operations account for the sale of a very large part of 
the jewelry industry’s products. Given a chance, instal- 
ment selling will help to build a still bigger and better 
jewelry business. 
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at leading stores’ 











No. 160 


The popular 
banjo—true to 
Simon Willard 
traditions. 

26” high. 
Retail $32.50 


Where the value of prestige is understood, 
there you'll find selections that cannot be 
matched at the ordinary store. That’s one of 
the chief reasons why fine Herschede Clocks 
are featured by leaders in merchandising. 
There is a difference — in design, finish and 
craftsmanship — that makes these clocks 
distinctive. And the line —- from superb 
chiming floor clocks to exquisite wall, table, 
mantel and alarm designs, all hand wound — 





No. 247. Distinguished styling 


brings in the profits that result from meeting combined with gracious charm. 
87'/," high. Westminster Chimes 
every demand. on five deep toned tubular bells. 


Retail $895.00 
West Coast price slightly higher. 





q li} 

q No. 602 : : 
a Superlative bell strike 

7 model. 71,” high. 

: Retail $245.00 : 





No. 52 C LOC KS No. 708. The grace of the highly 
: Soft and loud alarm favored tambour style. 183/,” 
4 in blue and gold wide. Hour and half-hour strike. 
colors. 3°%/," high. Send for color brochure showing all 39 Herschede designs. Retail $45.00 
Retail $9.95 No. 808. Same design with 
THE HERSCHEDE HALL CLOCK COMPANY Westminster Chimes. 
Available through : CINCINNATI 6, OHIO Retail $65.00 
pn e New York Office and Showroom: : 
erschede : 2 
and Revere 37 West 47th Stfeet a 














Distributors 


Herschede and Revere 
Clocks are consist- 
ently advertised in 
influential national 
magazines — House 
Beautiful and House 
and Garden. 


BENNINGTON 


Elegance 

that makes a 
telling appeal. 
793/,” high. 
Westminster 
Chimes on five 
tubular bells. 


: Retail $615.00 


ie. 





West Coast i To your electric-minded cus- 





q slightly tomers you can offer a wonder- 
q higher. ful choice of Revere floor, grandmother, 
7 mantel and table styles —- each with the — 
a : : R-951. Smart in its 
k beloved, authentic melody of Westminster effect. Mahogany 
: . . . : wi matched 
Chimes. Send for brochure illustrating the striped front. 16% 
R-953. An inspiroti high. Westminster 
- An inspiration complete line. Chimes. 
in design. Only 1075 ; 
@ high. Westminster Retail $52.00 
% Chimes. THE REVERE CLOCK CO. CINCINNATI 6, OHIO 
4 Retail $55.00 
3 Prices do not include tax. de i 
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Selling Slants... 


A bank in Englewood, Colorado, has a 
lobby display which periodically features 
merchandise sold by some local retail mer- 


chant. 





























No... the bank isn’t going into retail 
trade or even trying to drum up trade for 
someone who’s in debt to the bank. But the 
displays do inform many bank customers 
that the bank will lend up to $250 toward 
purchase of the articles from the local store. 

Every time a bank customer acts on the 
suggestion, the bank’s loan department, and 
the merchant who supplied the displayed 


merchandise, both do some extra business. 











Prestige is Essential 
(From page 77) 


satisfactorily adjusted by store managers are handled by 
the president of our firm, B. G. Rudolph. 

It is true that quality of merchandise is remembered 
long after the price is forgotten. A special effort should 
be made to carry only fine quality merchandise that wij] 
stand up over the years. The best advertising that any 
jeweler can receive is word of mouth advertising from 
one customer to another. 

The days of sensational and irresponsible advertising 
are fast coming to an end. The public has found out 
through the years that certain jewelers have cried wolf 
once too often. Such advertising has no place in the 
jewelry industry; it certainly cannot help anyone’s pres. 
tige. Instead, truthful, straightforward advertising can 
result in sales and aid in building consumer confidence, 
A timely ad which publicizes desired merchandise gets 
and keeps customers; a misleading ad may attract 
customers but it surely won't keep them. 

Advertising costs are so high today that obtaining 
new customers through that medium is very expensive, 
It is therefore extremely important that once you have 
gained a customer that every effort be made to retain 
that customer through good service. : 

Perhaps the word prestige has been bandied about a 
ereat deal, especially in the jewelry industry. Yet, its 
importance cannot be over-stated or over-emphasized, 
Prestige may be an intangible commodity—but the profits 
it brings are very, very tangible. 
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Emeralds, Rubies, Sapphires, 
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Loose or in exclusively designed 


Platinum Diamond Mountings... 








33 Years of Service to Leading Jewelers 
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of the Retail Jeweler we extend q Cordial invitation 








TANCE CORPORATION. 


Fo, your convenience at the Convention we have 


arranged for consultation rooms. We will be pleased 


to discuss individual financial Problems and to out- 


line our plans for financin 


Credit sales. 
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How to ‘Get Into’ a Community 
(From page 75) 


of merchandise being bought by the people in the com- 
munity—and likely to be bought—and the price ranges 
most popular. He must get personally acquainted. as 
quickly and as deeply as possible, in order to study the 
characteristics, particularly the taboos, of the community. 
This will lead him into a thorough reading and study of 
the local newspapers, which will also enable him to know 
where and how best to advertise. 

But, speaking of advertising, particularly in a small 
town, there is none as good as personal recommendation. 
Therefore, no amount of paid advertising can ever take 
the place of your offering honest values and giving the 
customer a fair-shake. 

The credit jeweler must concentrate his plans on get- 
ting the working class into his store, for it is Mr. and 
Mrs. Average, with their weekly pay envelope, who will 
establish his business, keep it operating and make it ex- 
pand. That is why the credit jeweler must keep his store 
modern, clean and neat but not so constantly “dressed 

’ that the laboring man feels hesitant to enter it in 
his working clothes. The degree of this “dressing” or 
casualness (of both store and personnel) is something 
which must be judged carefully. 

The jeweler must constantly keep fresh goods coming 
into his store, and must see to it that people with accounts 
that are close to being paid up are shown new merchan- 
dise. A credit jeweler’s existence is dependent upon con- 


tinued “add-ons. ” 
tomer with unneeded merchandise. 
the goose that lays your golden egg. 

The credit jeweler should notify customers of new 
“specials.” He should do this by direct mail or by phone 
and send invitations to “advance showings.” Customers 
are entitled to this special courtesy by virtue of their 
continued loyalty to the store. What is more, they ap- 
preciate it—are flattered. 

Most successful credit jewelers today are opposed to 
having sale after sale through the year. This because 
such methods of operation destroy the confidence of cus. 
tomers and cause them to feel they should never pay the 
full price, but should postpone purchasing until the next 
cut-price sale. Gear your sales and promotions to town- 
wide shopping events, such as dollar days—spring and 
fall openings, and other such community events but do 
not overdo promotions. 

It is O.K. to have your own exclusive store events, but 
keep them on a high level. This is especially recom. 
mended in a small community because here you do not 
depend upon transient trade. The local townspeople do 
not readily forget a good “deal”—nor do they quickly 
forgive bad treatment in the form of phony “bargains.” 

Now. having gotten the customer into the store, the 
jeweler must consider the customers’ interests and the 
customers comfort. 

‘“Courtesies” in the form of candy for the kiddies, dis- 
count gift “checks.” bonus gifts and such merchandising 
devices are O.K. in getting into a community but all such 
‘“‘oive-aways are to be instituted with care, with close 


But remember, don't overload a cys. 
This is sure to kil} 
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Whe Scarab Stone . to the 
ancient Egyptians a good luck symbol 
of Khepera, the Sun God. Here Church 
€? Company presents vari-colored 
scarabs set in two styles of exquisite 
14K gold bracelets, a combination that 
will delight seekers of the unusual and 
the beautiful. 
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Trade Mark Registered in 
United States and Canada 


A newspaper mat reproducing this ad- 
vertisement is available to our customers 
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observation by the merchant as to “long range” effect. 

In your desire to “get into” the community, don't 
always be looking for the “sensational” stunt. First, be 
sure you are getting everything out of the “commonplace” 
in merchandising. For example, such a simple thing as 
knowing what your customers think of you. Ask them. 
Ask their advice, too. Nothing makes a customer feel 
closer to an establishment than to feel the big boss asked 
his advice. 

The new credit jeweler, laying his plans for a sound 
future, must gear the average span of payment for mer- 
chandise according to the amount of capital he has. 
Naturally, he will be able to extend the span the longer 
he is in business and the more capital he has. It is better 
to get a larger down payment (to be used for working 
capital) and smaller periodic payments because, the 
oftener a customer comes in with payments, the better 
chance you have of selling him something else, and the 
better chance the retailer and customer has to get ac- 
quainted personally. 

And so it is well for the architect of a new credit 
jewelry store to remember that every time a customer 
opens his front door, that customer is doing the jeweler 
a favor. There is nothing the jeweler sells that the cus- 
tomer cannot get elsewhere. Therefore, treat him as the 
asset he is. 

Of course, there is a limit how far you can go in pa- 
tient and friendly gestures but again, there is no fixed 
rule by which all situations can be judged. You must 
make your own decisions and, of course, that involves 
the element of chance. However, anyone who is not will- 
ing to take a chance has no right to be in business— 
especially the credit business. 

In being an architect of his new business, the credit 
jeweler cannot lay down all his plans on paper and follow 
them without deviation. Times change, communities 
change, and customers change their economic positions. 
These in turn, force changes in the original plans of the 
business. However, if we agree that this constant adjust- 
ment is advisable, it is then proof per se that an original 
plan is essential. 

Don’t forget you have to live in and with, the business 
structure built from your plans. 

Good luck, architect. 





Light and Airy Hollowware Setting 





A single silver-plated bar curving across the center of 
the window like a rainbow solves a display problem for 
Birks’, a Canadian jeweler well known for ingenious but 
tasteful windows. Black shelves mounted on the curving 
bar hold hollowware close to the window shopper's eye level. 
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WAKMANN WATCH WAYS 


UNCLE HERMAN 
MEETS HIS 
GLORIOUS MATCH 


by Icko Wakmann 





My Uncle Herman was never a man to 
be satisfied with one business inter- 
est. Inevitably, every new enterprise 
required more capital. And how much 
capital can one man have? So, Uncle 
Herman looked for a partner. A fine 
looking prospect, he picked--digni- 
fied, well dressed, always smoking an 
expensive cigar. Obviously, this 
man had lots of money! 

At a fancy dinner--for which my 
uncle paid--Uncle Herman brought up 
the subject of investments. With each 
course, my uncle revealed more de- 
tails. More and more, the prospect 
smiled. Aha, thought my uncle, suc- 
cess is in sight! Finally, Uncle 
Herman asked the critical question. 
"I cannot go in business with you," 
answered the man, "I cannot, for 3 
reasons. First, I have no money. 
Second, --." "Stop," said my uncle, 
"IT am not interested in the other 
reasons !" 

It is natural that our interest in 
people begins and ends with our own 
interests. That is life! With many 
of you, I am a personal friend. But 
in doing business with the Wakmann 
Watch Company, you must see a profit. 
Your profit is to be seen in the new 
Wakmann catalog for 19535-1954, the 
"$20,000 Show Case." It lets you sell 
with less inventory. 

But there is also profit for you to 
see in the new models that have ar- 
rived too recently to include in the 
"$20,000 Show Case." A magnificent 
variety of nurses’ watches. A marvel- 
ous 14 kt. solid gold 17 jewel 
Incabloc self-winding watch for gen- 
tlemen, to retail at $71.50, federal 
tax included. And, our wonderful new 
7 jewel waterproofs--a step-up promo- 
tional item that will open your eyes. 

We will show our full line--every- 
thing--in booth 153, at the National 
Jewelry Fair, in Chicago's Conrad 
Hilton Hotel, July 26-30. If you 
cannot attend, write for details. 
Write, without fail, today. 
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“The Only Incabloc Watch With The One Year 
Repair Policy” 
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RACINE} 
-. One 


Organization that has 


Specialized in TIMERS 


For over 63] Years... 


AVAILABLE THROUGH YOUR WHOLESALER 





wll Secane accuracy 





Write for the new Racine catalog of 
Timers and Chronographs of all 
types —in all price ranges — for 


SCIENCE © SPORTS @ INDUSTRY 


% GUINAND and GALLET TIMERS 
% GALLET CHRONOGRAPHS 





JULES RACINE & COMPANY, INC. 
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Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 36, N.Y. 
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The Egyptians have been gem collectors since long 
before Cleopatra. To them we owe our earliest records of 
how jewelry was made and worn. One famous scene show: 
ing the daily activity in a goldsmith’s shop was carved 
on an Egyptian wall at least 5000 years ago. Even today, 
some of the biggest diamond sales both in Paris and in 
New York are made to wealthy Egyptians and a royal 
wedding calls for a veritable trousseau of diadem, neck- 
lace, earrings and bracelets. Yet the Pasha of Egypt is 
the only great “name diamond” associated with the Nile. 

It weighs 40 carats and is octagonal in shape although 
the arrangement of its facets resembles that of a brilliant. 
The Pasha is of very good quality. It was purchased by 
[brahim Pasha and was in the Egyptian Treasury for 
many years. The stone was last heard of in England. 





Weighing a Credit Risk 
(From page 79) 


mount importance. This factor in evaluating the credit 
risk is determined by the type or nature of his employ- 
ment, when he is paid, if employment is seasonal. 

The amount of the income is important, of course. 
Many are reluctant to communicate this information so 
the credit man should have a complete working knowl- 
edge of the various types of employment and the general 
compensation of such jobs. Then, when the credit man 
finds out how long the applicant has held that job he 
can come to a safe approximation of the earnings of the 
customer. 

As a general rule, though the personal habits of an 
applicant are important, we do not consider an investi- 
gation of them essential for granting credit. For a good 
geographical knowledge of the city and its surroundings 
will enable the credit man, after learning the address of 
the applicant, to judge his ability and determine if he is 
living beyond his means—and if the merchandise under 
consideration is in line with what he should have. 

This latter consideration, of course, sometimes brings 
the credit man into a conflicting position with his sales 
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department unless there is a clear-cut store policy on this 
question. It is important that a clearly understood and 
agreeable policy be established on this. Then the credit 
man can consider his decision from the standpoint of the 
store’s policy. This, of course, will vary according to the 
community in which the store is located, by the financial 
strength of the store, by the nature of the trade sought 
by the merchant, by its competitive position in the trading 
area, by the markups on the merchandise and, particu- 
larly, by the temperament of the store owner who may be 
either a “gambler” or “conservative.” 

Primarily, the credit man is not concerned with either 
“sood” or “bad” risks. The latter should prove rela- 
tively few. Rather, it is the many other factors involved 
in store policy which determine the skillfulness of a credit 
man. In our case, we are engaged in a highly competi- 
tive business; find it advisable to maintain a relatively 
liberal policy. 

This liberal policy of the house may influence the de- 
cision of the credit man to some extent, but further than 
this is the attitude of the credit man himself. In judging 
the risk he may pride himself on his low loss percentage 
and forget the greater loss in profits and curtailment in 
sales by his credit methods, when unwilling to accept a 
fair or borderline risk. This indicates a lack of courage 
and has a tendency to not only jeopardize the sale, but 
will divert future business from his store. As a rule, the 
customer turned down must be considered lost forever. 

On the other hand, credit granted too freely and with- 
out good judgment, merely to make sales, usually results 
in excessively large losses and does not contribute to the 
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MEMBER 


THE NAME THAT MEANS Sine Cnllematic Jewelry 


stability of the store’s position. It is our constant aim 
as a credit man to strike a happy balance between the 
extremes of a too free or a too tight credit policy. 

For the moment, we can assume that the foregoing 
analysis of the credit risk pertains primarily to the open 
or thirty day charge account. The instalment sale and 
account, while equally profitable, nevertheless calls for 
a somewhat different approach. There are safety factors 
in this type of sale not available to the thirty day type 
of account that may permit a more liberal policy to be 


adapted in judging a risk. 
SO-CALLED "SAFETY FACTORS" 


Having pioneered in the field of instalment and con- 
ditional sales accounts, our experience over the years 
has proved that the Conditional Sales Contract, the Wage 
Assignment and the Replevin feature, to mention but a 
few of the many so-called “safety factors” designed to 
secure payment, are not absolutely essential. 

Our parent store and its many branches operate and 
function in many cities and areas, industrial and rural, 
with a clientele cosmopolitan in its aspect. 

We have found in fact many advantages to us in dis- 
pensing with the usual strict formality of the extensive 
credit application contracts. The advantages are: a defi- 
nite saving of time for the store’s personnel and the vir- 
tual elimination of embarrassment to the customer. which 
frequently results from the completion of long forms 
with elaborate protective terms. Much can be said in 
favor of the time payment account and it has been our 
experience and good judgment in many instances to 











- Yes, Wefferling Berry means the very best 
jewelry, the finest in craftsmanship, quality and 
ign. Because of its outstanding reputation it is 
‘to sell to the growing mass of lodge 
~ members who want only the best in emblem 
jewelry, a discriminating clientele 

who demand the quality for which 

Wefferling Berry is famous. 


Our complete line awaits 

your inspection and 

selection at the August 

A.N.R.J. A. Convention 
Space #76 


IB: ERRY & CO. 


AMERICAN GEM So ciegrt ¥ 


8 ROSE STREET. NEWARK 8B. N. J. 
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LIKE A 
WALL 


ONLY 
BETTER 








More protection than the strongest wall could 
possibly give you—the Saint Paul Companies’ 
JEWELERS’ BLOCK POLICY—the most in- 
clusive jewelers’ insurance available. 


The Saint Paul Companies provide this 
broader coverage to give you, the jeweler, the 
maximum in protection. Your own JEWEL- 
ERS’ BLOCK POLICY is individually written 
for your particular operation—contains the 
coverages you need. 


End your worries about several policies for 
limited amounts. Get the most inclusive pro- 


tection you can have—a Saint Paul Companies’ 
JEWELERS’ BLOCK POLICY 


SEE YOUR ST. PAUL AGENT OR BROKER 


ST. PAUL FIRE AND 
MARINE INSURANCE 
COMPANY 





MERCURY 
INSURANCE COMPANY 


PACIFIC DEPT. 
Mills Building 
San Francisco 6 


EASTERN DEPT. 
90 John Street 
New York, 38, N. Y. 


HOME OFFICE 
111 W. Fifth St. 
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divert a transaction from a doubtful thirty day account 
to an extended time payment account to our mutual satis. 
faction. 


In order to do this, the credit man must first win the 
good will of the customer because he now has come into 
contact at the most difficult point of the business rela. 
tion. The credit man must be reasonable in his trust for 
the customer, and assure him of fair and proper consid. 
eration to win the latter’s confidence. First impressions 
are usually lasting ones. Throughout the above we have 
tried to transmit to the reader our methods of judging 
the credit risk. We leave with you the overriding thought, 
that the credit man must be of equal character to the 
finest of those being judged. He must have the credit. 
protecting courage to say “no” when necessary and the 
good business ability to say “yes” when it can save a 
sale. 





So, to sum it all up, common courtesy and tact are 
essentials for the credit man because he is handling cus. 
tomers on a human basis. He must be flexible yet capable 
of sound thinking. He must have a full knowledge of 
his job and corapany. He must develop the knack for 
the practical application of all these factors as they apply 
to each different case as it presents itself. Then he will 
be able to establish a good record for himself, in the 
granting of credit to those who deserve it. That is all. 














Everybody Looks at a Baby 
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It's an old ad maxim that everybody stops to look at a 
picture of a baby. Long's, in Boston, put baby pictures 
to work in this window to sell silver frames and other 
baby gifts. The large picture is set between pink curtains. 





Grand Opening Ballyhoo 


When Duval Jewelry Co. opened its third store in 
Jacksonville, Fla., late in April, the firm unleashed a mas- 
sive barrage of newspaper advertisements. The excite- 
ment started with a Friday and Saturday grand opening 
at the new store, where $1,000 in merchandise prizes were 
given away at drawings. Then, all during the following 
week, a series of special sales events at all three stores 
were held, in celebration of the new store. 

Duval opened its first Jacksonville store 41 years ago 
and now has 14 in the state of Florida. Harry Radcliffe, 
Duval’s advertising manager, reported that the opening 
celebration was “a huge success in every way and got the 
store off to a wonderful start.” 
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Selling the Credit Store 
(From page 87) 


on the market and it is always possible to have units made 
to order to fit your particular size and shape of window. 
The step elevation is still widely used, of course, and no 
real fault can be found with it, if the display arrangement 
is kept orderly; but the newer designs do permit greater 
freedom of arrangement and generally afford more actual 
display space than the steps. They certainly give the win- 
dows a fresher, lighter and more modern appearance. 

The accompanying sketches illustrate several new types 
of elevations suitable for credit store use. In Sketch A, 
glass shelves, held by simple wood supports are angled 
slightly from the background wall and offer the area of 
four shelves in very little more space than one step would 
require. The shelves, being of glass, permit adequate 
light to filter through to lower shelves. With a larger 
than usual floor area left, a more interesting arrangement 
of merchandise can be made. In this case, cut-out 
autumn leaves display an assortment of fashion jewelry. 
Narrow panels behind each shelf unit extending from 
window floor to ceiling provide space for imaginative 
posters, photographs, paper sculpture designs, half-round 
papier mache models and many other decorative acces- 
sories. These panels can be changed easily and inexpen- 
sively, making it possible to have frequent changes in 
themes and color schemes. 

In Sketch B, curving shelves support the merchandise. 
These may appear very similar to the conventional steps, 


but they have the advantage of giving a lighter and less 
bulky appearance and since the merchandise can be 
placed partly under the overhanging shelf above, the 
shelves can be narrower than similarly shaped steps could 
be with a consequent saving of space. The shadow boxes 
against the back walls provide additional display space, 
but more important, spot light the arrangement of copy 
cards and display props—in this case. a “Back to School” 
theme featuring slates and velvet-covered apples sus- 
pended from the ceiling. Jewelry pieces are pinned to the 
apples, making use of a part of the window area not 
generally utilized. 


NEW TREATMENT FOR NARROW WINDOWS 


Sketch C suggests a new treatment for one of the long 
narrow windows so frequently seen in credit jewelry 
stores. A series of small shadow boxes recessed in the 
back wall to the right spot the display of silver hollow- 
ware and china items, clocks and gift suggestions, leaving 
sufficient floor space for showing a flatware chest and 
other pieces. A series of rectangular shelves in the left- 
hand corner of the window carries rings and other small 
jewelry—either in boxes or on display pads. A square 
shadow box in the left-hand background gives space for 
decorative material and copy card—wedding veil and 
bells in this sketch. An arrangement such as this is 
especially good for the store which must show many types 
of merchandise in the same large window. By segregating 
large and small items in compact groupings, an orderly 
arrangement is achieved without any sacrifice of space. 
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INTRODUCING! A DOUBLE 


RING LOCK THAT REALLY WORKS 
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NOW! A COMPLETE 
LINE OF 
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NOW! 


YOUR SEARCH IS ENDED... 

for a ring lock that safely and 
surely holds wedding sets together. 
Naomi'’s amazing TRU-LOK fits 

all ring shanks ...even those 

badly worn. TRU-LOK prevents 
turning of rings and 

guarantees to prevent wear 
between rings. Simple to 
attach... will not change actual size of ring. 














polished in white or yellow 14KT gold. On our handy 
display, 6 ring locks to card. 2 different sizes. 
$5.50 (card of six) 


AVAILABLE THROUGH YOUR MATERIAL HOUSE AND WHOLESALE JEWELER. 
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ISLAND PARK, NEW YORK 


FOR JULY, 1953 


SHURE - FIT 
RING GUARDS 




















GENTS’ #20 


14 Kt. Gold $8.00 per dz. 


LADIES’ #10 
14 Kt. Gold $4.50 per dz. 














No sharp edges. Guarantees customer satisfaction. Hand 


NAOMI 


1/10-14K Gf. $1.75 per dz. 1/20-12K Gf. $2.00 per dz. 





Available Through Your 
Material House or 

E. Wholesale Jeweler 
Guaranteed to prevent 
slipping. Easy to attach. 
On handy display card. 


GIANTS’ #30 


14 Kt. Gold $13.20 per dz. 
1/20-12K Gf. $959 per dz. 
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You Get Incomparable Values! 


° Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


* Loose Pearls 
From 3 to 10 MM., all qualities. 


° Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


Importers of ‘‘Oyster Grown’ Pearls of Finest Quality 


550 Fifth Ave., N. Y. 36 PLaza 7-0769 




















lene Croflimanshif 


IN A STRIKINGLY MODERN 


14K GOLD 
FULL EXPANSION 


WATCH BRACELET 


Crafted with meticulous attention 


Vy to detail, this exquisite hand lapped 
Vy bracelet is the outstanding result 
UY of almost a half-century of 


manufacturing experience. 
bj HD, 
Jf TRADE MARK 


wl SS Diwhofer & Son, we. 


L. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908 


74 W. 46th ST., N. Y. 19, N.Y. > LU 2-4495 


i On-the-spot “sizing” feature 
7 avoids last minute sales problems 
... assures the sale. 


Available in Yellow or 
Rhodium plated White Gold. 


For prompt attention, please address all inquiries Dept. K-7 
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Credit Mail Orders 


(From page 85) 


rarely takes more than a week to get the report. The 
acknowledgement of the order helps to bridge this delay. 

Over a two-year period we have rejected 12 percent of 
the applications received, and our losses have been a 
smaller percentage than in our retail store operation. Yoy 
simply cannot let enthusiasm and desire to do business 
over-rule your common sense. Every time you are sitting 
on the figurative fence with a credit application, you a 
ahead of the game if you reject the sale. 


FOLLOW-UP SALES 


The heart of the credit mail order business is the 
follow-up on each transaction—this is what keeps over. 
head and losses down. Money has been spent to contact 
a particular person and to find out whether the person is 
the type with whom you want to deal. He is a person 
whose credit, by your own experience, is good; a person 
susceptible to the credit approach, and a person whose 
good will you have gained. Therefore, after several pay- 
ments have been received in accordance with terms, a 
form letter is sent out encouraging additional purchases, 
Timing of this follow-up, of course, can be varied to suit 
your own instalment policies. 

Just where, as far as growth is concerned, the credit 
mail order entrepreneur will end up depends solely on 
his own initiative and his willingness to channel his profits 
back into more ads and receivables. Credit mail order, 
| believe, represents the greatest retail frontier of the 
jeweler today. An intelligent approach, coupled with vision 
and courage can bring profit back to the jeweler. 





Cultured Pearl Interest Builder 
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Genuine Japanese works of art were borrowed from 
a collector of Far Eastern treasures to create this window 
display at Birks’ in Vancouver, B. C. Cultured pearl items 
ranging in price from $27.50 to $300 are shown—window 
sign stresses $27.50. The runners are excellent pieces of 
Japanese tapestry and the little table is a hand-painted 
Japanese coffee table edged with silver. The panel inlaid 
with mother-of-pearl illustrates growth of a cultured 
pearl as the oyster develops, to stress the fact that the 
cultured stone is actually completed by the same process 
which creates the natural pearl. 
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A Short Course in Gemology 


(From page 88) 


The high specific gravity is notable as well. It makes 
the recognition easy, for a little experience with the weight 
of topaz, in comparison to other stones of the same size, 
gives the expert a clue to the identity without any of the 
‘nstrument tests for confirmation. This can be a disad- 
vantage too. Due consideration should be paid to the 
density in arriving at a selling price for the stone. A ten 
carat precious topaz will only have the size of an 8 carat 

uartz topaz. This factor becomes of importance in the 
case of the blue topazes, which so closely resemble aqua- 
marine. 

Gem quality topaz is surprisingly rare, and surpris- 
ingly disregarded by the jewelry trade, when one con- 
siders the familiarity with which the name is used. It 
would be impossible to criticize the American jeweler too 
strongly for his disregard of the beauty, the romance and 
the intellectual appeal of his other wares in his pre- 
occupation with the diamond, always the start and too 
often the finish of his interest in the natural treasures 
man finds in the earth’s crust. The trouble with topaz, 
which results in beautiful blue stones selling at wholesale 
at fifty cents a carat, goes back to the jewelers’ failure 
to interest himself (and then diffuse his enthusiasm 
among his customers) in the stones he sells. For topaz 
is not only brown; that hue, as a matter of fact, is rather 
uncommon in topaz. 


WHITE CRYSTAL MOST COMMON 


Topaz is, as we have said, a silicate of fluorine and 
aluminum. Fluorine is one of the gaseous elements, it is 
found in nature usually in rocks that formed at high 
temperatures and it may be one of the gases that escape 
from volcanoes. The commonest crystals of topaz are 
white, and since they occur in those formations known 
as pegmatites in coarse crystals, the crystals may be very 
large. Unfortunately there is little demand for a hard 
white stone of only moderate refractive index and dis- 
persion. so white topaz finds practically no market. Cut 
stones of this material are most frequently encountered 
in Ceylon. The usual Ceylon topaz is large and fairly 
well cut with a “native-cut” disposition of facets. They 
have been sold as white sapphire, and in Ceylon the 
price may be as low as a few cents per carat. Irradiation 
of these stones in the nuclear reactor or under x-rays 
changes them to a brown, usually forming in distinct 


bands rather than all over and uniformly. This induced 


color fades on exposure to light for a short period. An 
occasional white stone will turn blue under this treatment, 
and the blue color so caused appears to be more perma- 
nent than the brown. 

A natural blue is the next commonest color in topaz, 
and it is found in crystals that occur in pegmatite dikes, 
just like the white ones. Often the color is “zoned”: 
that is, it is to be found in definite areas in the crystal 
and not uniformly distributed through it. As with all the 
colored topazes there is very pronounced directional color 
variation, the property known as dichroism. We will see 
more about this under tourmaline, but it is worth men- 
tioning here because it is usually not mentioned in ordi- 
nary mineral books. Topaz’ colors are too delicate to be 
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STAR 


Colum sslelus 


EMBLEMATIC WATCH BAND 
SALES 


A new addition to the world’s finest emblematic 
expansion watch bands. Created by Marvel, 
pioneers of the original emblematic series. 
Beautifully styled, perfectly made and nation- 
ally advertised. Attractively boxed, they are 
sure sellers. Marvel means quality — order 

from your wholesaler today. 





Available in Yellow, 
Hamilton, or Pink Gold. Al 
- bands 1/20 12K Gold Filled Top. 
Stainless Steel Back. Choice of emblems on men’s 
bonds available on simulated onyx, ruby or sapphire. 


Golden Eve emblems available on simulated Chinese jade, | 


turquoise matrix, ruby, or onyx. 


5 ya Brags 65 
! L 
Shrine Elks K of C 32nd D. 


Masonic Eagles ateler y= Odd 
x} 
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FOR WOMEN 


| Star of Navy Air Force Marines Eastern “ . 
David Star WAC WAVE 
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A Complete Stock of 


Cultured Pearls 


L__AT NEW, LOW PRICES 
E Necklaces 








Orders accepted 
ieee E All Sizes and Grades from 
manelacteres $30 to $5,000, Keystone 
amet Loose Pearls 
oe é From 3 to 10 MM., All Qualities 
‘ae Memorandum selections sent on 
t request 
é 





B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct importers of Finest Quality Cultured Pearls 
550 Fifth Ave., New York 36, N. Y. 


| Phone Plaza 7-0768 
RHIC ORE WRC 














NEW CHARM DISPLAY 


Dy 
Dishenr 


Ask your wholesaler for charms mounted on the new Fisher 


display. It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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noted under the microscope in thin slices, and the minera} 
books that describe dichroism usually mean such color 
changes as are to be seen on microscopic study. 

Blue topaz is seldom deep in color. The bluest will 
hardly rival a fine aquamarine, while the average is com. 
parable to the palest aquamarines. Since the general 
understanding appears to be that topaz must be brown. 
that it is the name of a hue, rather than the name of 
mineral, there is little sale for the pale blue stones, The. 
result has been that they sell generally for considerably 
less than the price of aquamarines of equivalent size and 
quality. In addition their greater density must be con. 
sidered, even if they are the same in price as aquamarines, 
they would not look as large; and a ten carat topaz 
should not cost any more than an eight carat aqua. 
marine. Blue topaz finds more use than is generally sup. 
posed, however; for there have been occasions when they 
were mixed with pale aquamarines and used inter. 
changeably with those stones by ring manufacturers, 
The slightly greater risk of fracture, resulting from the 
easy basal cleavage of topaz, makes it desirable for the 
jeweler to know if his aquamarine rings are actually 
set with topaz. The refractometer will quickly give the 
answer. Any unusually bright aquamarine should be. 
suspect. 

Brown topaz is not common. Its sources are the same. 
as for the other topazes, but the brown stones occur in a 
different type of deposit from the whites and blues, 
Deposits appear to be in higher temperature veins in the- 
rocks than typical pegmatite dikes. Brown stones came- 
from Russia, and today they come mainly from Brazil. 


HEATING TOPAZ 


As with so many of the jewelry stones, a topaz treat- 
ment by heat has come to be a generally accepted process. 
that is not considered to reduce the value of the treated 
stone. Quite the contrary, for heating topaz has the 
effect of changing the yellow or brown color to a more 
or less lively pink, its intensity depending upon the 
initial hue of the topaz. The deeper brown stones tend a 
little more toward violet, while those that are initially 
pale yellow become a light and brilliant pink. 

The heat treatment of topaz to produce pink stones 
reached its peak during the Victorian period, and one 
sees many necklaces in antique jewelry displays that are 
set with pink topaz. Pear-shapes and long ovals are the 
common cuts. In those days it was not considered 
unethical to enhance the color and brilliance of mounted 
stones by backing them in their mountings, with colored 
foil. Today this practice is frowned upon, and the open 
setting that is now universal in modern Western jewelry 
came into vogue as a result of the abuse of the “improve- 
ment” of stones in this way. 

Naturally pink topaz has been found in Russia and 
in Brazil, but the number of crystals appears to be few 
and the size small. It is a reasonably safe assumption 
that the pink to violet pink topaz that is to be seen in 
jewelry is the result of a heat treatment of stones that 
were originally brown. 

The pinking of topaz has almost ceased as a gem treat- 
ment today, as there is always a certain amount of risk 
in any of the color changing processes, and with a stone 
that has the easy cleavage of topaz, this risk is consider- 
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able. In the Victorian period a change in color probably 
meant the difference between a saleable and an unsaleable 
stone, and the gamble was well worth while. Today the 
demand for natural topaz is adequate and there is little 
‘ncentive to risk the stone’s total loss for a small gain in 
price. Hence pinked topaz in nearly all cases will come 
from antique jewelry and is not to be found among the 
modern imports from Brazil. 

Lastly, we might say a few more words about topaz 
hues and history. There was once an occurrence of light 
yellow topaz of great clarity in a curiously snail-shaped 
rock in Saxony, known as the “Schneckenstein.” Many 
of the crown jewels of Saxony, the stones that were 
formerly to be seen in the Green Treasury in Dresden, 
came from this source. 

Green has often been mentioned as a color of topaz, 
but is actually not to be found among jewelry stones. 
An occasional slight tinge of green may be noted in a 
blue pegmatite topaz, but it is really far less green than 
unburned aquamarine. Truly greenish crystals of topaz 
have been found in Brazil in the vicinity of the Ouro 
Preto brown topaz localities, but none seem to be of 
cutting quality. It should not be listed as a gem color. 

Red topaz is almost unknown. The American Museum 
of Natural History has a 72 carat stone of a spinel-red 
hue, but it is of unknown provenance. It contains a 
number of flaws that would make the heating a very 
risky undertaking so the inference is that it is a natural 
color. A true red then, should also be omitted from the 
jewelry stone color list, considering its rarity. 

Since the types of occurrence and the colors of topaz 
differ so greatly as to make them almost two entirely 
different stones, it would be well to repeat in a summary 
the size and price data. 

White Topaz—Available in almost any size, cost no 
more than that of cutting. 

Blue Topaz—Available in almost any size, pale stones 
common and less expensive than the equivalent aqua- 
marine. 

Brown Topaz—Yellow to rich sherry brown or pink 
brown. Small to 100 carats, large sizes rare and costly. 
Retail up to $60 a carat for exceptional stones, common 
ones around $20 a carat. 

Pink Topaz—About the same as brown, in all respects. 





Pennants for Silver on Parade 








Long's, in Boston, set out forks in military alignment on 
parade ground squares made of white plastic foam (Styrafoam). 
The red and blue pennants with white lettering emphasized 
the brand name appeal of the store's extensive flatware 
stock. Artificial birch trees form an interesting “frame.” 
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eaders in recognizing 
your need for fast, centrally 
located, wholesale jewelry 
service. 
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NOW AVAILABLE 


Retail IN OPEN STOCK 


$5.50 e BLACK ONYX 
© TURQUOISE 
Cost © DEEP RUBY 





GEO. PHILLIPS CO 


4 ~ 
f/f 


e EMERALD GREEN 








Practically Everything Sold CAV os enw fovetay Sine 
216 N. Second St., Richmond, Virginia 
149 Penn Ave., Scranton, Pennsylvania 
116 S. Salina St., Syracuse, New York 
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MAIL ORDER Back-to-School Belles 


RR, ER nn a aaa . (From. page 104) 


a Special (),. er opuice be worth some extra promotional effort by enterprising 


retail jewelers. 
—————e— Sern SS orvr=—'n—_>>>>—OOO™—” Youthful jewelry is notable for refinement . . . rich. 


ness ... delicacy. Matched sets are in demand bh 
CREATING o 8 REPAIRING o 8 DESIGNING age groups: necklaces, bracelets, pins. ' . 
ON Bracelets are a top fashion for all age groups, and are 
worn several to a single arm—just as older women 
ALL TYPES OF JEWELRY = | vex the. 
Decorative and dramatic rings are liked by both teen. 
® agers and college girls. 
Matched pin and earring sets are newly interesting 





3 GENERATIONS OF for teenagers. (Discreetly small earrings, of course.) 
JEWELRY KNOW HOW Matched bracelets and barrettes are good fashion for the 
SERVING THE NATION very young. 


The complete “costume look” is most in demand by 
college girls—the right jewelry is indispensable for this, 
Slim silhouettes and simple, understated clothes are 
newest fashion for both teen-agers and college girls, 
These unadorned clothes also make jewelry a must! 
Even casual clothes take on new air of elegance—and 
elegance is best expressed with fine-looking jewelry. 
Leather is a leading fashion: coats, jackets, weskits, 





SALESMEN WANTED—We have a Service that 
you can sell. It will not interfere with your lines— 
If interested, write for details. 





blouses, skirts, jewelry, accessories—compacts. 
Elias m a PRESS Fur touches give a new look of elegance to dressy 
68 Nossau St. New York 38, N. Y. clothes: tiny fur collars, tiny throat scarves, fur cuffs, 


pocket edgings—compacts! 


We ore Protected by We are covered by 
The Holmes Electric The Jewelers Block 
Protection Service. Policy. 











the Niash "CUFFMASTER,” 


ADE MARK 


the finest cuff link back 
ever made for the Jewelry Trade 








*Patented 
Design 
155,535 

Patented 
Construction 

2,472,958 

Infringers 
will be 


prosecuted 















New children's styles, showing black as a surprising 
new note, need jewelry to complete the "dressy" effect. 






TYPE H TYPE HA TYPES TYPE SA 
HARD HARD SOLDER SOFT SOFTSOLDER TYPES WITH 


CRSER §=€& WITH ANGLE . SOLOER § (WITH ANGLE SWIVEL Jolt Little girl’s dresses are newly sophisticated too with 
Check these important features: black accents, rich materials, rich embroideries, velvet 


Beautifully polished rounded top. sashes. (Their coats and hats are touched with fur or 
Longer stem for easier soldering. leather trim.) 


i. 
Be 
3. Better spring action. ' 1: 
: wll — The richness of the clothes story should mean a willing: 
é Set ape Donley her. Paty ness to spend larger amounts of money for fine type 


Variety of attachments for soft or hard soldering. 
6. Available in gold, silver, gold filled, brass we jewelry. These young people are usually direct in saying 











other metals. what they want. Teen-agers and college co-eds say they 
NIASH REFINING 116 NASSAU ST. NEW YORK 38 don’t want clothes jazzed up. They prefer to do their own 
C : COrtland 7-4496 accessorizing with jewelry! Let’s take it from there! 
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Simple Effective Baby Corner 





Signs 
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Flop-eared little wooly lamb (draped with silver lockets ) 
brought a smile and a suggestion to customers passing this 
window alongside the entrance to Smith Patterson's, Boston. 
Pink net and blue satin made colorful and appropriate 
background for items from store's second floor silver salon. 





Traffic Building Idea 


(From page 92) 


Everyone visiting the store was promised the oppor- 
tunity to try the camera and to have his own picture 
taken absolutely free and without obligation. The adver- 
tisement urged everyone to “ .. . bring your whole 
family” to “. . . see this miracle of modern science in 
action.” Those who came got a dramatic demonstration 
of the camera’s ability to turn out a finished picture just 
60 seconds after the picture is snapped. 

Basch’s president, L. I. Benway, admits that there was 
some doubt in his mind that so large an advertising 
expenditure for a single item would prove justified. How- 
ever, the actual camera sales total exceeded even the most 
optimistic predictions, and sales of accessories boosted 
the total further. Not one person bought the camera 
alone; everyone took extra supplies such as film or flash 
bulbs, or equipment such as light and exposure meters, 
carrying case, close-up lens, filter kit, flash gun and cable 
release. Actually, the biggest portion of the customers 
bought an almost complete outfit. 

The store also found that the type of people who bought 
these cameras was of the best; they were people the 
store was very pleased to have on the books. Many of 
these new customers, added through the camera promo- 
tion, are expected to become regular purchasers of 
jewelry items, now that they are acquainted with Basch’s. 





The Artist’s Best Efforts 


Marcus Jewelers, Altoona, Pa., promoted its religious 
jewelry business with a small but arresting newspaper 
ad featuring a sketch of a typical stained glass church 
window. 

Said ad copy: “Artists have always shown their finest 
talents in religious art and our religious jewelry repre- 
sents the finest talents of the artists who make it.” 
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Your choice of single, double or triple row wedding 
rings set with quality diamonds. 
Total weight 

'a carat — 49.75 '2 carat— 85.00 

'3 carat — 59.50 1 carat — 155.00 
SATISFYING CUSTOMERS FOR OVER A QUARTER 

OF A CENTURY 

BEN GOLDBERG & CO. DIAMOND IMPORTERS 


BEN GOLDBERG & CO. a 
29 East Madison St., Chicago 2, Illinois 


[] Please Send Diamond Price List 





Name —— 

Address —— 
— — 
Please send the following rings: 


———————_ 








——————_ 
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Oniginality of Design 


BAGUETTE SETS 
ILLUSION SETS 
SPECIALTY RINGS 
PRINCESS RINGS 





Cluster Rings 
Fishtail Sets 
Peg Sets 





W119G/7 


We or 


Modern facilities for the 
Exclusive Development of 
Ideas and Designs for Pro- 


motional Purposes ko 


153A/3 


Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 
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for Free 
Catalogue 
Necklaces f 
Bracelets () 
Earrings f° | 
Dises Ay 
Key Chains : 
Tie Clips ehuin 
Cuff Links vtec 
Sport Chains 7 West 45th Street, 


Watch Aitachments New York 36, N. Y. 
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Confidence Built this Store 


(From page 108) 


The same theme of personal contact is carried out op 
the selling floor and in financial arrangements with cys. 
tomers. All of the 32 employees of the store are ep. 
couraged to cultivate personal friendship as much as 
possible and almost half the regular patrons of Clark’s 
come in and ask for a specific salesperson. Each sales. 
person keeps a record of his sales with the names and 
addresses of the customers, and at the end of the week a 
letter is sent out from the office, over this salesperson’s 
signature, thanking each customer for his or her business 
and expressing willingness to be of personal service at 
any time. 

Another letter is sent to each new account opened to 
the customer for his business and continues: “We regard 
the opening of your account as an expression of your con- 
fidence in our store and we will do our utmost to see that 
our merchandise and service pleases you. Now that you 
have established your account at our store, we hope you 
will find many occasions to make use of it. It’s a pleasure 
Mr. Doe, to welcome you as a charge customer.” 


CREDIT LOSSES VERY SMALL 


Credit losses have been so small they could not be ex. 
pressed in figures, Clark, Sr., points out, because care is 
exercised in opening accounts originally and in handling 
them. 

‘We work unceasingly toward making every credit cus- 
tomer feel that he is also a friend of the store. . . even 
when we have to turn down a request for credit,” he ex- 
plains, “in the latter instance we carefully explain that we 
believe it inadvisable to extend the credit at this time; 
then we start talking about layaway or applying later 
when conditions will be better for them. 

“We are never brusque about a credit turndown ... 
we assume each such person has a problem and we try to 
help them solve their problem before extending credit. If 
you approach it in a friendly manner you'll be surprised 
how many of these people can be turned into good credit 
accounts later or sold on a layaway plan at the present 
time.” 

In addition to standing as a visible symbol of a busi- 
ness success based on the confidence won, customer-by- 
customer over 60 years, the new store includes a number 
of construction and design features of considerable in- 
terest, from its white stone front with full glass on each 
upper floor area to the service facilities in its basement. 
Store windows, for example, can be used either for small 
display or big window display. When small units are 
desired, picture frames are placed in the windows against 
the glass and partitions set in the display area to create 
these . . . when the full window is desired the frames 
have only to be removed. 

The store itself was designed by B. C. Clark, Jr., work- 
ing with Telchin & Campenalla of New York, specialists 
in jewelry store design. Investment in fixtures and store 
interior, including the $12,000 automatic elevator, totaled 
over $45,000. All fixtures were custom-built by an Okla- 
homa fixture company from designs by the younger Clark. 
Since they are used in a narrow store, cases slant inward 
from top to bottom to provide an extra foot of floor foot- 
room. Floors are asphalt tile; ceilings of acoustical board. 
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The fixtures, made of walnut, all have built-in features 
adapting them to use in individual departments. Al 
drawers and doors slide on ball bearing channels and 
move noiselessly and without effort. A special watch- 
band case has been made to show bands in the glass- 
covered top case, while underneath are shelves with sales- 
man’s sample trays containing the selling stock, each tray 
directly beneath the displayed band. 

An automatic dumbwaiter is built into the fixture at 
the rear of the first floor where the watch repair depart- 
ment is housed. Immediate repairs are made at a desk 
there .. . the dumb-waiter carries others up to the third 
floor repair shop. Beside it is an inter-communication 
system of telephones by which any post in the store can 


be reached in privacy. 
ALL WATCH REPAIRS NUMBERED 


All repair records are kept at the first-floor spot. Each 
watch repaired is numbered within its case and this num- 
ber noted on the customer’s card and also used to identify 
the repairman who worked on the watch. Seven watch 
makers are at work all the time in the modern repair and 
manufacturing department on the third floor. It is under 
the supervision of Dick Johnson. 

The building itself had a novel origination. A rail- 
road track formerly ran through the area where it now 
stands. When the track was abandoned the building-and- 
loan association owning the property which adjoined its 
own downtown structure asked Clark, who had a 25x50 
store across the street if he would be interested in a loca- 
tion there. The result was that the building itself was 
constructed to fit the exact needs of the store. It was de- 
signed around the maximum use of a small amount of 
space and hence the utilization of three floors. 





Stone Rings... 


(From page 97) 


capitalizes on birthstone rings. In a newspaper ad this 
jeweler featured emeralds, the May birthstone. Super- 
imposed upon a large drawing of Taurus, the sign of the 
zodiac for May, were three emerald rings ranging in price 
from $350 to $750. The brief caption read, “Emerald 
cocktail rings . . . exquisitely designed to mirror the 
fabulous color of May’s birthstone.” Lending support to 
the ad was a window display showing a number of 
emerald set rings, some at a more moderate price than 
those featured in the ad. A card in the window ex- 
plained some of the romantic background of the emerald. 

White Bros. Jewelry Co., New Orleans, utilized window 
displays and newspaper ads to publicize diamonds, the 
birthstone for April. One ad read, “Diamonds, the birth- 
stone for April. This month has one of most beautiful 
and appropriate birthstones—like a sun-lit rain drop for- 
ever crystallized into imperishable fire. If she has an 
April birthday or anniversary commemorate it with the 
git of a diamond ring.” A window display was 
decorated simply with the figure of Cupid surrounded 
by roses. Scattered on the floor and low platforms were 
velvet cases holding matched engagement and wedding 
rings, single rings and pairs for double ring ceremonies. 
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Here's your Success Book 








-.. your key to 
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FRATERNAL 


EMBLEM 
Profits 


“M OOSE”, ‘‘Eagles’’, ‘““Owls’’, ‘‘Elks’’ — plus prac- 
tically every popular fraternal order has its 
insignia illustrated and described in the new 50 page 
Harvey & Otis catalog. Using this catalog to augment 
your regular showing of Emblematic Jewelry can enlarge 
your Fraternal jewelry business — increase your promo- 
tional opportunities — your store’s prestige, let alone 
your profits. Send for a copy (or use the one you now 
have). Order through any of our 450 wholesalers, or 
direct, to be billed through him. Prompt service to 
help you serve better is assured. 


Harvey & Otis 


PROVIDENCE (3) RHODE ISLAND 
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If you are already dealing with 


Your country buys yearly 35,000,000 
Antwerp and have a reliable sup- 


dollars of diamonds from Antwerp. 
It is a fair bet the diamonds you plier here, you are in the know. 
handle loose or mounted are If not, contact me and save ar 
amongst them. The point is: do least 20%, yes 20% through 
you buy them first hand from Antwerp wholesale prices. Dia- 
Antwerp or through costly detours. monds direct from Antwerp will 
The answer to this question makes double your margin of profit. 

the difference in your profit. 


For full information write airmail please 
JOACHIM GOLDENSTEIN 


OD DIAMONDCLUB-ANTWERP- BELGIUM 
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No. 999 UNITIME 


Your Time for Sales and Profits! 
Glowing interpretation of famous 
French clock-craft. Exciting 
on-view, continuous electric 
action attracts attention...sells 
on sight! Exquisite, 24 kt. 
“gold plated’’, glassed-in 
mantel cabinet. master- 
piece and an 

outstanding success. 
Height 9% ins. 












United WE 8 


SINCE 1905 





No. 975 
ENCHANTE’ 


400 Day Style 
Anniversary Type 


CLOCK 


Sensational promotion 
value! Brilliant, 
non-dimming, 24 kt. 
“gold plated” 
finish. 4 sphere 
pendulum rotates 
quietly, fascinatingly 
and in perfect 
synchronization. 
Crystal clear, 
shatter-proof dome. 
Chenille-ringed 
edging. Height 13 ins. 





No. 811 LIGHTED SHIP-OF-THE-LIN 


Walnut hull emblazoned with brilliant chrome 
sails, braided rigging and port-hole lights. 
Its sales are steady! A perfect timepiece 
Length 20 ins. 

No. 810 Without Lights 
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No. 870 BALLERINA CLOCK 
WITH MUSIC 


Stellar attraction. Enjoyable dancing pe 
formance at the flick of a tiny switch. Wher 
turned off, time continues on. Theatricall 
and artistically designed. Exquisitely fit 
ished. Length 12% ins. 


SM sontie SEE GE BE 665% 


b ® fees WS A eth 





UNITED CLOCK CORPORATION 


A Division of United Metal Goods Mfg. Co., Inc. 
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No. 640 
ROYAL COACH CLOCK 







Che 
A regal achievement and a 
Queen of Clocks royally profitable promotion 
feature! Electric timepiece 














richly encased in a 24 kt. “gold 
plated”’ coach, drawn by four 
equally brilliant steeds and 
mounted on selected mahogany- 
finished base. Yours for 

Cee ui b instant.sales and generous 

“— 4 e+. “ih il ier profit. Length 20% ins. 





ies 


Action Clocks 
for Action Sales 


UNITED CLOCKS do more than 
tell Time... they sell it! Unique 
light-and-action features, 
synchronized to the basic and 





No. 345 FLORENTIME 


Ornate, stat , 24 kt. “‘gold plated” 
dependable electric movement, add ewirl =e curves. An object of rare 
plus values that are novel, fascinating Ae an ak tena et cee 


showmanship. Height 12 ins. 
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and on-sight saleable! Every 
United Clock is an outstanding 


double attraction... 
And it’s your TIME to sell 
now... with profit ! 


CONTACT YOUR JOBBER ef = : 
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No.940 VENETIAN 
WITH * 








United 














SIMULATED MERCURY COLUMN 7 

PENDULUM also leads 
Twin nymphs posed and modeled after an the field 
— Italian masterpiece. Crystal clear, wn 
shatter-proof dome. Brilliant, gold fin- . - 
ished base. A salesational offering! Irre- Chrome plated 
sistible! Height 13 ins. Novelty 

Giftwares 





coreeiecmammeniceene <7 scammers |! ¢ ,) No. 310 
WESTERN THOROUGHBRED 


379 DE KALB AVENUE, BROOKLYN 5, N. Y. reap Ssesine esos 


True to the spirit of the West, the 
stately horse and ornate clock radiate 
with a brilliant array of cowboy 
trappings. Simulated onyx base. Terrific 
consumer appeal. Length 17 ins. 
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1. |. Done for the first time; a sterling 
silver watch attachment hand-set with 
140 pieces of marcasite. It is equip- 
ped with safety clasp and chain. At 
$18.00 Keystone. Kimler & Daniel, Inc. 





2. Hadley “Midnight Maiden" is a tubu- 3. Stars of the new Illinois line are 4. Wadsworth's "Careerman" and "Career 
lar expansion ladies’ attachment in 1/20 Lady Gay "B" and the Debonair "D." Girl" have rolled gold plate cases with 
12K gold-filled; stainless back and spring Both feature 17-jewel anti-magnetic black markers on the bezels, delicate 
clip ends. Pierced shells have black in- movements; man's watch also shockproof. dauphin hands, textured dials. Each of 
serts. Retails at $9.95, Fed. tax inc. Each of these models is $33.95 FTI. these watches retails at $32.50, FTI. 


5. L. S. Dinhofer & Son's new 14K gold 
watch bracelet is a die-struck full expan- 
sion bracelet that the jeweler can “'size"’ 
on the spot. In yellow or rhodium-plated 
white gold. It retails at about $48.00. 


6. Jacoby-Bender's “Ridgefield” is full- 
expansion band, yellow gold-filled only. 
Each link has a series of high ridges to 
catch and reflect the light. $9.95 F.T.I 


avetatatetatavare. 


7. The new "Golden Look" line of brace- 
lets by Everfine Jewelry Mfg. Co. is 1/20 
12K gold-filled. The photo shows a few of 
the large width and style variety. De- 
signed to be worn in groups. Priced low. 
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|. The new Gemex "Brigand" expansion 
identification bracelet for men has taper- 
ed ends. In stainless with sterling shield 
at $14.50 retail. Available gold-filled. 


to profit by... 





5. 





2. Universal Geneve's "Olympia" in 14K 
white or yellow gold styled for casual, 
town or formal. It has a "Calibre 219" 
movement; I7 jewels. Retail $125 F. T. I. 
Henri Stern is exclusive distributor. 


5. LeCoultre's mew couturier watches 
have tiny dials hidden under flick-of-a 


3. Hamilton's new "Sybil" has 10K gold 
case, black and gold dial. Retail price 
$71.50. "Kingdon CLD" is sealed against 
dirt and moisture, a “natural’ for hot 
summer selling. In 14K gold, $150 retail. 


6. |. D. Watch Case Co. shows this unique 
lug-less case without end pieces; strap 





4. Water-resistant self-winding Eterna- 
Matics. Woman's model $95 FTI stainless: 
$135 in 14K gold and steel; $225 in 14K 
gold. Man's model $71.50 FTI stainless; 
deluxe $95; 14K gold and steel $125 FTI. 


7. The 21-jewel Lord Elgin "Eldorado" 
has a perfectly matching expansion band 


finger hoods. “Ile de France'’ models attaches directly to case. Case back is and mirror-lapped case. Gold-filled. A 
"C" and "D" shown are available with curved to fit wrist. Stainless back and gold-textured background dial completes 
white or natural’ gold-filled cases. the integration. Retails at $100, F. T. I. 
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rolled gold plate, or I0K gold-filled. 
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|. Sterling bread tray by Reed & Barton 
is one of a number of hollowware pieces 
in "Silver Wheat" design, harmonizing 
with the flatware pattern. $32.50 F.T.I. 





2. This massive octagonal bracelet from 
Whiting and Davis Co., Plainville, Mass. 
is gold plated. Has safety catch. Retail 
priced at $12.00 plus the Federal tax. 


3. Harriet Sherry fashions French bombé 
chests in |5-in. miniatures to make some- 
thing special in the way of jewel cases. 
This model in walnut finish, $80 retail. 


4. This platinum-mounted diamond 
brooch from Maybaum Brothers is set 
with pear-shaped, round and baguette 
stones. Price is $10,375 Keystone, F.T.lI. 
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5. This pin as shown in our June issue 
was incorrectly captioned. It is made by 
Charles Rothman Co., Providence, R. I. 
It is not a product of Tiara, Incorporated. 


6. Cutaway view shows complete glass 
lining J. C. Boardman & Co. now puts 
into its sterling shakers. It eliminates salt 
corrosion. Eight styles $8-$14.50 set. 


7. Motion adds interest to the "mobile" 
high-fashion earrings by Anthony Crea- 
tions of Providence, R. |. Gold plated. 
Retail price $1.00 plus Federal tax. 
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2. Pennwood Numechron's “Gotham" 
model numeral clock has modern picture 
frame style wood case either walnut, 
mahogany, Swedish blond or ebony. 7!/ 
in. long and 4 in. high. List $24.50. 


5. “In-A-Wall" Clock Kit from Wisconsin 
Clock Co. to install a modern electric 
clock flush into any wall. Two kits for 
mounting either from in back of the wall 
or recessed in front. Kit retails $17.95. 
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1. “Chime Master" by Cuckoo Clock 
Mfg. Co. has case of polished brass and 
glass. Length is 12 in.; height 7'/2 in. 
Variety of chimes, including 3-rod, a 4- 
rod Westminster and 9-rod triple-play. 





4. No. 116 in the Semca and Phinney- 
Walker 1953 line is a crackle-finish one- 
day jeweled Swiss alarm. Ivory, light 
blue, pink, jade or black. Retail price 
$10.95 ($11.45 West Coast) plus tax. 


3. Haddon's "Golden Vision" has its own 
light to provide soft reflected glowing 
illumination. Base and rim are heavily 
plated 24K gold; dial is transparent. 
Height is 9!/2 inches. Retails at $22.95. 


6. Sessions’ new gift package holds one 7. Seth Thomas’ colonial "Sharon Echo"; 


of the new "Garland" luminous boudoir 
alarms plus wall-hugging thin “Saucer” 
kitchen clock in coral, maize or blue. 
Package with both clocks; $12.49 retail. 


an electric model in maple or mahogany 
with floral-decorated dial. I! in. high. 
With hour and half-hour strike, $29.95 
plus tax or without strike at $22.50. 











FOR FINE STERLING HOLLOWARE 
Call on 





Fine Sterling 
, “"HURRICANE' 
- Registered Trade Mark 
Hand-Made Sterling & Crystal 
Crystal Salt and Pepper Sets 
Pieces 





“QUAKER” 


AT THE 


LEXINGTON HOTEL 


Suite 2501-2502 (Across from the Waldorf Astoria) 


During the ANRJA Convention in New York, Aug. 9-13th 


To welcome you 


HENRY HERSH 
JAMES A. JENNINGS 
LEWIS R. WERNER 
MURRAY H. KORDIN, Chicago Salesroom, 29 East Madison St. 


QUAKER SILVER COMPANY, North Attleboro, Mass. 


JAMES W. JENNINGS, President and Treasurer 
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Shreve, Crump & Low’s 


Left: Open fixture in the gift shop at Shreve, 
Crump & Low, Boston, shows many patterns in a 
small space. Sales depend on showing a variety. 


Below: As with sterling, a table setting is an 
important display for stainless to show what it 
"really" looks like with appropriate china, glass. 





Stainless Builds Extra Sales 
In A Regardless-of-cost Market 


QO.. of staid and formal old Boston’s most 
fashionable Back Bay jewelry establishments, Shreve, 
Crump & Low Co., has been pleasantly surprised at the 
receiption its customers have given to stainless steel flat- 
ware. Sales are being made not only to the area’s Junior 
Leaguers, but to the storied Brahmins of Beacon Hill as 
well. 

Shreve’s introduced stainlesss three years ago with 
several lines of expensive Scandinavian flatware; now 
carries four Danish and Swedish patterns and four pat- 
terns by leading American makers. Prices by the place- 
setting run from $18.50 down to a minimum of $8; less 
expensive ware, the store feels, has no place in Shreve’s 
operation even though stainless is handled entirely in the 
store’s gift department. 

Promotion is kept to a minimum. There’s a table set- 
ting and a small open display fixture in the gift shop, the 
patterns are listed in the store’s Gift Pamphlet, and an 
occasional secondary window display shows some pieces. 
The only newspaper advertisement run so far was an 
announcement, last September. that the store had stocked 
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by EVERETT M. SMITH 


two patterns of a popular American maker and was the 
first store in New England to do so. The response to this 
cleaned out the initial shipment of American stainless at 
once, while sales of several higher-priced imported lines 
were boosted several times over. 

Sterling suffers not at all from the new popularity of 
stainless at Shreve’s. What’s happened is that the new 
ware has opened up an entirely new market by satisfying 
some of the basic needs—both fashion needs and _utili- 
tarian needs—of its customers. On the fashion front, the 
informal patterns of the new stainless ware ties in quickly 
and easily with the definite informality of modern living. 
And as might be expected of history-conscious Bos- 
tonians, there’s also a tendency to look fondly on some 
of the plainer patterns as bearing a definite resemblance 
to the oldtime Colonial pewterware. 

The utilitarian reason for stainless’ popularity at 
Shreve’s is partly explained by the fondness of Bostonians, 

(Please turn to page 144) 
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Carvel Hall adds (OGL: | ae 
sellout power of (Htd3 


Order early and order enough fo cash in 











fully on this red-hot combination! 


IXING a full page in LIFE with lery as the ideal gift—at the height of 


Carvel Hall Cutlery is as explo- your biggest gift selling season. You 
sive as dropping a lighted match into won’t be able to keep one set on your 
your gas tank. Just imagine the effect. shelves. It’s the most powerful, most 


Over 5 MILLION copies of LIFE— profit-packed Carvel Hall promotion 
reaching over 12,000,000 households ever. You can’t afford to miss it. 
—will be promoting Carvel Hall Cut- ' 
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No. 95—$19.95 
Also sold individually ya , 


“In addition to LIFE, Carvel Hall COLOR = [aah 
1 ADS will be featured in all these books. 
& 

















For complete details and information on all 
the merchandising material available to help 
you tie in with this LIFE promotion, call 
your wholesaler now or write direct to: Chas. 

* _D. Briddell, Inc., Crisfield, Md. FI n " A ae y 









iy Zh Often imitated but never matched. 
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This is a sample of the table settings worked out by participants in the Eric's Jewelry annual contest. 


Contest Ballots Help a Jeweler 





Spot Trends in Customer Preferences 


Moan opportunities exist for jewelers to 
create an enthusiastic audience for silver, china and glass. 
No opportunity, perhaps, is more effective as a prestige- 
builder than a table setting contest. The women of the 
community are always interested in such events, which 
in reality give them a chance to display their knowledge 
of fine tablewares and correct arrangement. 

To Eric Rosenbaum, owner of Eric’s Jewelry, Beckley, 
West Virginia, table setting contests are a regular annual 
affair, one which stirs considerable interest among local 
residents. His contests are actively supported by women, 
who find them entertaining as well as highly sociable. 

Last October 16th and 17th, Eric’s Jewelry held its an- 
nual table setting contest in cooperation with the member 
clubs of Raleigh County Garden Council. The contest 
was staged in the jewelry store and people were invited 
to visit the exhibit free of charge. Eight door prizes—ex- 
pansion watch attachments and watches—were offered 
on both days of the contest. Winners were selected from 
ballots filled in by the visitors. 

Close to 800 people registered at the store during the 
contest, but Eric Rosenbaum estimates that the actual 
attendance was about 900 since some people failed to 
register. He promoted the contest by distributing invita- 
tions through the participating clubs. In addition, news- 
paper ads and radio commercials were used. 

Planning the contest was relatively simple. Rosenbaum 
contacted the president of the Raleigh County Garden 
Council and advised her of the proposed contest. In turn, 
she requested her member clubs to vote if they wanted to 
participate. Of the ten clubs, nine were in favor of par- 
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ticipation and the tenth club accepted the majority rule. 
Erics Jewelry supplied all the merchandise for the tables, 
except for table cloths, napkins and flowers. Several sil- 
ver, china and glass manufacturers prepared display 
booths during the contest. 

Each visitor to the contest was supplied with a ballot 
on which they voted for “the most harmonious and best 
appointed” table. On this ballot form, Rosenbaum asked 
several important questions. People were asked to list 

(Please turn to page 160) 





Ballots for the best table also asked visitors about their own 
preferences in china, glass and silver, and place of purchase. 


THE JEWELERS’ CIRCULAR-KEYSTONE 















If she reads 
If she reads 


If she reads 





sha romance 5 oF fquel ty s 


Mahe Ros a Sie ware to. the: const de 


reach your choicest customer 










the pages of America’s best k 





class magazines. It will ope 





gift markets for fine silverplate in. : 
your city. Tie-in mats and displa y 








material available fo you. 


FALL SHOWINGS 





City Date Hotel Room 
Los Angeles July 26to30 Biltmore 2229 
oe a. — wary mee select . oe. wisthgg San Francisco Aug.2to5 Palace 2024 & 2026 
ustabie Neat Contre andsome thing — give this finest o ; 
Te ean usaar ennmarh silver plate. A peel but hardly ~ Chicago Aug.3to14 Palmer House 848 
er ee Seattle Aug. 16 to 19 Olympic Hotel 202 
At Fine Jewelry, Gift and Department Stores 
THE SHEFFIELD SILVER CO. New York  Aug.24to28 New Yorker 643 
MADE. IN U.S.A. Dallas Sep.6to10 Adolphus 1003&1004 
17 CROSBY STREET, NEW YORK 13, N. Y. Detroit Sept 6 to 10 Statler 1338 





a eE Boston Sept. 14 to18 Parker House 742&/744 
THE SHEFFIELD SILVER Co. 


MADE IN U.S.A. 
17 CROSBY STREET, NEW YORK 13,N. Y. 
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Crystal Stemware for Table Beauty... 


Those same qualities which have placed 
Leerdam crystal in museums throughout 
the world bring manifold beauty and joy of 
use to your own table. Shown are three crys- 
tal designs by this outstanding Holland 
glassworks ... from our large collection of 
exceptionally fine crystal stemware. 


Goblets, Left to Right: Gloria, $54, doz.; 
Nocturne, $84, doz.; Rubato, $51. doz. 
| Add $1.50 per doz. for postage and 4°; x eae delivery | 


area; 3% sales tax in N. Y.C. . 
Also at our East Orange, Manhasset & White Plains Stores 






AS ADVERTISED BY BLACK, STARR & GORHAM 
MAY BE SEEN AT THE ANRJA SHOW — ROOM 686 
KEYSTONE PRICE LIST AVAILABLE ™ 


LEERDAM—Order exclusively from 
A. J. VAN DUGTEREN & SONS, INC. 


134 Fifth Avenue, New York 11, N. Y. 
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Stainless Builds Extra Sales 
(From page 140) 


and New Englanders in general, for seacoast vacation 
sites. Mrs. Alice McDevitt, of the store’s gift shop, has 
sold scores of settings especially for use in her customers’ 
summer homes along the shore, for their Cape Cod cot. 
tages and for use on their yachts. Service for eight, in 
one of the most expensive patterns, was purchased recently 
for use aboard a yacht. But whether a Bostonian family’s 
pattern of summer living is lavish or of carefully studied 
simplicity, the fact that stainless does not tarnish in the 
saft seacoast air is likely to be a strongly appealing sell. 
ing point. 

Mrs. McDevitt has found that, while word-of-mouth 
advertising alone will bring in a steady flow of stainless 
customers, it is necessary to have a wide variety of pat. 
terns, partly to satisfy the variety of tastes and partly to 
assure customers that the selection actually represents the 
best of the available patterns on the market. “You just 
can’t handle two or three patterns and expect to sell 
much,” Mrs. McDevitt says. 


When Shreve, Crump and Low first took on stainless, it 
was new to many customers. Some of the sales were even 
sparked by enthusiastic accounts spread by those who had 
run into the new ware while traveling in Europe. Then 
the excellent fashion-wise advertising by some importers 
of the European stainless began to take hold, followed 
shortly by the efforts of the American makers, and stain- 
less gained solid fashion acceptance. Customers are suf- 
ficiently sophisticated not to expect, or want, stainless to 
look like sterling—they quickly recognize it’s place as a 
“second set,” with its own individual quality well adapted 
for informal use. 


Today, Shreve’s stainless practically “sells itself,” and 
the only apparent deterrent to sales is the need for addi- 
tional patterns to satisfy those customers who, while they 
favor some general style, don’t want to duplicate the exact 
pattern owned by their friends. Shreve’s has found stain- 
less a popular gift item, with many 50-piece chests sold 
during the past Christmas season. This spring, sets have 
started to move as wedding gifts. For patterns of manu- 
facturers who do not supply chests, the store stocks and 
sells separate chests in which they can install the set the 
customer chooses. 

Despite their willingness to invest heavily in high- 
quality stainless as an informal “second set,” Shreve’s 
customers still invariably remark: “Oh, isn’t that won- 
derful!” when they discover there’s no sales tax on 
stainless. 


Free Bus Rides for Customers 


Three jewelry stores in downtown Erie, Pa., joined 
with other downtown merchants in a program of subsi- 
dized transportation aimed at getting more shoppers to 
visit the downtown area. 

The three jewelers participating were Specter Jewelers, 
Kramer Jewelry Co. and Mack Jewelers. The merchants 
set aside a Thursday as “Free Bus Ride Day” in down- 
town Erie. Shoppers taking a newspaper coupon to any 
of the stores participating in the promotion were given 
a free bus token for the ride home after making a pur- 
chase of $1.95 or more. 
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|. "Canterbury" pattern on “Ribstone’’ 
shape in Booth's new Blue Mist dinner- 
ware—a light blue body decorated with 
deeper blue or green; 1|6-pc. starter set 
retail $8.95; it also comes undecorated. 
From Midhurst Importing Corp., New York. 


2. Sondra brass accessories with high 
polish protected by baked clear enamel; 
left, 6" handled candleholder to retail 
for $7.50; right, three-light candelabrum, 
8" x 10!4", to retail at $12. From Pryor 
& Co., 527 W. 7th St., Los Angeles. 


3. Ball-footed cocktail glasses have a 
free-and-easy flair and solidly weighted 
bases; hand-decorated with fighting cock 
design in brilliant, fired-on black and red; 
they retail at $9.40 for 8. From the 
Gay Fad Studios, of Lancaster, Ohio. 


4. New ballerina figure with either net 
or lace skirt; 8'' high, it is made in 8 
colors with bodice and shoes harmonizing 
and set on base decorated with roses and 
gold. It retails for $50. From Heir- 
looms of Tomorrow, Manhattan Beach, Cal. 


5. “Driftwood'"—new casual tumblers in 
hand-blown glass, with raised design in 
easy-to-hold whorled pattern; tumblers, 
iced teas, highballs and juices in crys- 
tal, honey, amethyst-smoke, bottle green. 
By Seneca Glass Co., Morgantown, W. Va. 


6. Created by the well-known European 
artist Tutter and fashioned in the art 
department of the Lorenz Hutschenreuther 
factory in Bavaria is this beautifully sculp- 
tured figure in white china. From Paul 
S. Straub & Co., Inc., of New York. 
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Theyre New... 


le-Lop Fashion 











1. Coffee service—part of new ‘'6000" 
line of stainless steel hollowware from 
Sweden—simple in line, inset with black 
plastic in handles; finished, polished 
by hand; 3 pieces with tray, about $80 
retail from Gense Imports, Ltd., N. Y. C. 


2. "Blue Bowpot" design done on Spode's 
Lowestoft body, includes flowers symboliz- 
ing four seasons and omens of wisdom, 
good fortune, happiness; made originally 
to match Chinese ware of I8th Century. 
From Copeland & Thompson, Inc., N. Y. 


5. "Golden Chestnut'—new decoration in 
Bavarian china dinnerware has chestnuts 
hand-painted in gold with leaves in the 
various russet shades of autumn; 5-pc. 
place setting retails for $15. Sold by 
the Ebeling & Reuss Co., of Philadelphia. 


3. New “Cromwell” design in Tiffin crys- 
tal glass stemware is cut by hand in a 
rich design on low, ball-stemmed shape; 
line includes goblets, wines, sherries, and 
champagnes, to retail at $27 a doz. By 
United States Glass Co., Tiffin, O. 





4. “Luanda” pattern on the new "Prima- 
vera’ china dinnerware shape—Scandana- 
vian in manner, it uses the leaf of the 
beechwood tree in soft gray-blue, with a 
platinum line; 5-pc. setting, $14.15 re- 
tail. From Haviland & Co., Inc., N. Y. C. 


6. From Sweden—"Astrid” shape in crys- 
tal glassware—goblet, wine, cocktail, 
cordial, and sherbet, each to retail at 
$10.50 a doz. Also available—iced tea 
and sherry. New catalogue on request. 


From R. F. Brodegaard & Co., Inc., N.Y.C. 
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|. "Script"—appropriate name for this 
Raymond Loewy design on the coupe shape 
in Continental china by Rosenthal; done 
in shaded black against pure white back- 
ground; 5-pc. setting retails at $9.95. 
From Rosenthal-Block Corp., of New York. 


4. Bowls of heavy glass from Finland 
are blown by hand in such colors as crys- 
tal, smoke or green; they are made in 
two sizes, 8!/2'' diameter, retail $10; 5!/2" 
diameter, to be retailed for $3.50 each. 
Sold by the Waertsila Corp., of New York. 
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. A "Good Design" selection—this jug 
Orrefors crystal from Sweden is made 
three sizes ranging from more than a 
quart to |'/ pint. It is sold in the East 
by Fisher, Bruce & Co., Philadelphia; in 
the West by Axel Zacho, of Los Angeles. 


35° ™ 


5. New is this ice bucket by Parzinger, 
in solid brass with 2-qt. thermos liner; 
73%,"" in height and 7/4" in width, and 
lacquered to retain the brilliant polish, it 
may be retailed for $40. The bucket is 
exclusive with Vincent Lippe Co., of N. Y. 


3. Tiny meadow flowers in soft natural 
colors appear against pure white Franco- 
nia china in this “Millefleurs’ pattern 
on the “Louise” shape; the 5-pe place 
setting with 1034" plate, $7.95 retail. 
From Herman C. Kupper, Inc., of N. Y. 


6. "Shadow on Snow" bowl, designed by 
Frederic D. Farrell, is a “Good Design” 
selection, has smoky bowl on -base of 
opaque white; 9" size, $8.50 retail; 10” 
size, $10. Made in Sweden, it is sold 
by D. Stanley Corcoran, Inc., New York. 





147 











Nationally Advertised FRANCONIA CHINA 


ANNOUNCING 8 NEW PATTERNS _.... in our ex. 
tensive line. Prices range from $6.95 to $16.50 retail for 5-pc. 


Place Settings. Stock carried in New York. 
To be introduced at the N. Y. CHINA & GLASS SHOW, 
HOTEL NEW YORKER, Rooms 511 & 512, July 19th-24th 


illustrated : 

‘““ELEGANCE’’—a new modern shape with finest gold trim. 
““GRACIOUS’’—same pattern in finest Platinum. 

5-pe. Place Setting. 1034” dinner plate, either pattern: $11.85 
(Slightly higher South & West) 


39-41 WEST 23rd ST. 
HERMAN C. KUPPER, inc. NEW YORK 10, N.Y. 
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THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
XS, 
SPODE 
| eka 4 
ENGLAND 














Fine English Earthenware 
English Bone China COPELAND'S CHINA 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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by MADELINE LOVE 


HIS is the month for one of the year’s two bj 

china and glass markets—the National China, Glass 
and Pottery Show at the New Yorker Hotel, July 19 to 24, 
Not only will the hotel, itself, be full of displays, but 
New York is, of course, headquarters for nearly all of 
the large import firms and it houses the showrooms of 
many concerns who did not participate directly in the 
Show. 

The occasion represents an opportunity for every 
jeweler who carries tableware—and for the many who 
are thinking about it—to see the entire market in a 
single visit. It is a large market, certainly, and to those 
jewelers who are interesting themselves in china and 
glass for the first time, it may seem impossible to cover 
it in the short span of Show-time. 

As a matter of fact, it ts impossible to cover the whole 
market thoroughly in a week—particularly if it is new to 
the jeweler. But he would not be fair to himself if he 
failed to visit the showrooms of non-participating firms 
who carry jewelry-store quality of china, glass and gifts, 
So it might be helpful for him to remember that the 
permanent tableware market is not scattered at random 
all over New York, but is almost entirely concentrated 
in two small areas of the city. 

One of these areas stretches from Nineteenth Street to 
Thirtieth Street on Fifth Avenue and on Broadway, with 
several firms on Twenty-Third Street between Fourth and 
Sixth Avenues, and another group is in East 26th Street 
between Fifth and Madison Avenues. Madison Square 
is the heart of this district and from this spot any of 
the firms can be reached by a few minutes’ walk. 

The second china and glass area is farther uptown, 
from Forty-Fifth to Fifty-Fifth Streets, between Fifth 
and Park Avenues. Less than a half-dozen firms have 
showrooms in this area, but they are important for the 
jeweler and they are all within a few short blocks of 
each other. 

These two areas, together with the Show at the New 
Yorker, form a sort of geographical triangle, and it is 


a market which no jeweler can afford to miss. 
% % 3 


: he story of Josiah Wedgwood, founder of Josiah 
Wedgwood & Sons, Ltd., and one of history’s 
great potters, was dramatized June 7 in a nationwide 
television program presented by the Hallmark “Hall of 
Fame.” Following the dramatization, Hensleigh C. 
Wedgwood, president of the American branch of this 
famous English concern, was introduced, and spoke 
briefly. Mr. Wedgwood represents the sixth generation 
of the family in the business since the pottery was 
founded. 
* * ¥ 

— SPRACKLING, nationally known authority 

on table top fashions, and Harriet Harding, well- 
known decorator, have formed a partnership and opened 


(Please turn to page 160) 
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Bavarian 
OPEN STOCK 
DINNERWARE 


She Idlewild 


Pattern No. 8043 


from 
LORENZ 
HUTSCHENREUTHER 


AVAILABLE IN 
OPEN STOCK AND 
94 AND 64 


PIEcE SETS 
PLACE SETTINGS 


PAUL A. STRAUB & CO... INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 











Haviland 
China 


ESTABLISHED 1 8 4 2 





Be IMEC lo SCE lhe Mow Primavera Shafie ae 


Atlanta, Georgia — July 19th to 22nd 
Parlor A — Piedmont Hotel 


Chicago, Illinois — Aug. 3rd to 14th 
Room 1550 — Merchandise Mart 


H av 1 la nN d Az _“ New York, New York — Aug. 24th to 28th 


Our Showroom — 270 Park Avenue 


rNCORPORA TE DO 


270 PARK AVENUE, Dallas, Texas — Sept. 6th to 10th 
NEW YORK 17, N. Y. Parlor C — Adolphus Hotel 
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See us at these shows: 


CHICAGO 


The Conrad Hilton — Booth 184-A 
July 26th to 30th 


NEW YORK 


Waldorf-Astoria — Space 327 
August 9th to 13th 


DALLAS 


Hotel Adolphus — Room 966 
September 6th to |O0th 


Gid Ater 
Dick Cohen 
Gene Cox 
Ed Druker 
Dave Freedman 
Josh Goldberg 
Mel Mooser 


ROBBIN PRODUCTS 
707 S. Broadway—Los Angeles 


gi? ois 
a’ SELECTED & 


Phone TUcker 1211 « ADDROVED ? 
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&. MERCHANDISE 7” 
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Merchandise Selectors, Inc. = 
707 S. Broadway—Los Angeles . Bae! Of PO ; 
Phone TRinity 7939 2 
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Obsolescence 


(From page 90) 


this great? Aren’t you happy?” I was a rather Serious 
minded kid, so I said, “I see no cause for celebration.” 
“Why not?” he asked in amazement. So I told him, “Such 
stores are not our market. We don’t make that quality, 


Our quality is not up to their standard. We are inviting 
a return.” 


1 was lucky that I was not fired on the spot; that’s 
how angry they were. 


The six clocks were polished by the expert finisher 
examined by the chief clock inspector, wrapped in cotton 
and delivered in a cab, instead of the regular truck 
delivery. What happened? Oh yes, you guessed jt— 
they came back with a letter of just three lines—‘Sorry 
these clocks do not meet the quality standard of im 
store.” 


You must merchandise to meet the standard of your 
customer whether that be above or below your own 
living standards. Don’t be influenced by the type of goods 
you buy for your own home or for yourselves. 

Then there is also the consideration of obsolescence in 
advertising, a part of merchandising. 


You here in this area (Detroit) are rather lucky, for 
the leading advertising agencies in the credit jewelry 
field are right here in town. They can and should serve 
you. You must bear in mind that agencies act as your 
guides. It is you who furnish the material—you who must 
furnish sales plans. 


UNTIMELY ADS ARE WASTEFUL 


I see too often—entirely too often—a dealer make last 
minute decisions by just repeating an old ad, to fill up the 
white space the newspaper has sold him. No planning, 
not even checking to see whether the goods advertised are 
available, or worse still, whether the ad is timely. This 
dealer is wasting good money. For, advertising is just 
as important as your store itself. 


Let’s say your store is 10 x 50 and your rent is $1,000 
a month, a week or a year. Actually, you pay $900 for 
the window space, which is about 3 per cent of the entire 
space, and $100 a month, which is just storage space 
without a window. I dare say without the window, you 
would not rent the space at any price. Yet how many of 
you build the inside of the store and neglect the window? 
How many of you use your window for the planned 
specials that you use in your newspaper? The windows 
are the reflection of you and your store. 


Not everyone can afford to buy newspaper space. In 
fact, if you run a neighborhood store, it would be folly 
to pay for midtown circulation. But there are other good 
mediums. 


Next to your good locations (I presume you have good 
locations, for it is you who made the selection) is your 
own mailing list. Those of you who neglect your own 
mailing lists, neglect your own business. 


There is no business like repeat business. The mailing 
lists of your customers are your property. 

When you move you never take the location with you, 
but you can take your mailing lists. They are yours— 
they are your store property and your greatest potential. 
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There are many methods of direct mail. Today you 
can buy syndicated mailers, colored cards, free add-on 
- cards, account re-openers. I know where some of those 
mailers produced over 31% per cent return; 1 to 2 per 
cent is normal. 

Don’t expect a sell-out each time. It is not that easy. 
Remember, your customers are getting catalogs, mailers 
and cards from every type of store and mail order house. 
Today, you are competing with enlightened and aggres- 
sive retailers in all fields. 

Some of your suppliers furnish free material with their 
special campaigns. Tie in with them but tie in at the 
proper time. You would be amazed at the good results 
some dealers get. 

The best designed ad by a butcher will sell few hams 
at Thanksgiving. Turkeys are timely. Carving sets are 
not timely to advertise for the 4th of July. You will do 
better with a picnic set or a camera. But don’t forget to 
advertise those carving sets, comes Thanksgiving. 

C. OBSOLESCENCE IN MANAGEMENT: Business is 
constantly changing. In the old days of pioneering, all 
you needed was the No. 1 location, a good supply of 
desirable goods. Bingo, you were a success. Not today. 
To you who operate stores and require management, your 
staff must be enlightened. 

They should be taken into your confidence, informed 
of your plans. Also informed why you want certain mat- 
ters in a certain way. They may come up with a brand 
new idea, a new approach that could be better than the 
obsolete one you were trying to put over. Your staff can 
make the best promotion a failure, if they are not made 


to feel they are part of management and have a voice in 
the planning. 

Recently we ran a campaign with a chain outfit on a 
set of silverware, wherein each employee was made a 
salesman, getting a cash prize for selling and a bonus for 
reaching a quota. The employees sold sets to their rela- 
tives and friends. Six hundred sets at $49.50 were sold in 
three weeks—total sales over $29,000. The greatest num- 


_ ber of sales were made by employees other than salesmen. 


Which, of course, demonstrates the necessity of fresh 
thinking on the part of management. You get a group 
of merchants together today. What do you hear? You 
guessed it—“How can I reduce my overheard?” So, let 
me tell you—“Stop worrying—you won't.” Use your 
mind on something where there is a chance for accom- 
plishment. 

At one time I knew a man—an otherwise intelligent 
man who was in the candy business in New England. He 
established a flourishing business—salesmen, warehouses, 
trucks and a complete office staff. A real pioneer. Then 
he started to think and plan as to how he could reduce 
his overhead. He really succeeded each year in his reduc- 
tions of overhead, proud of his ability to do so. He really 
was getting there. Yes, you guessed it—he is out of busi- 
ness. No more overhead. 

There is only one way to reduce overhead—and that is 
to increase sales. Let’s take a store with a volume of 
$75,000 a year. The overhead is 40 per cent, or $30,000. 
You increase your sales $10,000—you might increase 
your overhead only $2,000. See how the percentage of 
your overhead goes down. 
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REGISTERED CALIFORNIA 


GIFT AND DINNERWARE SHOW 


for the lowdown on 
keeping your sock filled 
... all year ‘round! 


@ NEW YORK 
Hotel Vanderbilt 


e CHICAGO 
Hotel Morrison 
August 2 through 12 
2 Sundays to shop! 
Hours: 9 a.m.—6 p.m. 
Except Saturday, August 8, 


9 a.m.—1 p.m. 
(om 
ee 


9 a.m.—1] p.m. 





and always, 


805-806 Brack Shops Blidg., Los Angeles 14 
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August 23 through 28 
Another Sunday opening! 

Hours: 9 a.m.—6 p.m. 

Except Friday, August 28, 


ALL THE WAY TO THE NORTH POLE? 


NO — come with me to a 
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SPACE SAVING—5 PIECE PLACE SETTING EASEL 


The perfect means of creating the most effective displays of 

chinaware with the minimum use of valuable space. 

Designed Exc.usIveLy for plates of traditional shape. 

PATENTED and obtainable only through us. 

# 273—3%” x 134%”. $19.20 doz. 

# 233—Not illustrated, same as #273, without loop. $14.40 doz. 

# 263—Not illustrated, for Coupe, square or conventional 
shapes. $25.80 doz. 

# 203—Not illustrated, same as # 263, without loop. $21.00 doz. 

Write for illustrated price list of StIncLE Tray EASELS and 

Five-Piece Place Setting Easels. 


Leading designers and manufacturers of plastic display easels. 


Western Art Co. 


1596 York Avenue Dept. 47 New York 28, N. Y. 
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Stainless Steel Blades 


by “Wortham plou 


For New Goods or Repairs 























B. Cap Lifter (Hook Type 
D. Cheese Scoop 


A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY e 
ESTABLISHED 1871 

















NORTHAMPTON 2, MASS: . 
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Lovely PORCELAIN BALLERINA 



















No. 658 


Beautiful 8'' 
ballerina stands 
on porcelain base 
covered with 
handmade roses 
and encircled by 
solid band of 
24-karat gold 
china paint. 
Choice of lace 
or net skirt. 


ese 


Available in white, pink, blue, 
green, yellow, lavender, turquoise, or seafoam green. 


Exclusive design. 


Write for catalog of complete line. 


HEIRLOOMS of TOMORROW 


3601 AVIATION BLVD.—MANHATTAN BEACH, CALIF. 
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FOR CATALOG 


Order Now and be sure of having the kind of boxes you 
need . . . the right style, design and color . . . at the right 
PRICE. The closing date for Fall delivery on specially de- 


signed and imprinted boxes is mid July. It’s wise to place 





your order early too on folding jewelry boxes, metal cases, 
wrapping paper, seals, labels, etc. 
America’s most complete line. 


PICTORIAL PAPER PACKAGE CORPORATION 


Everything you need from 








15116 MERCHANDISE MART 
CHICAGO, ILLINOIS 


232 SOUTH LAKE STREET 
AURORA, ILLINOIS 
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In former years, when I was a cub salesman, I well 
remember dealers telling me, “I cater to the ‘X’ Family.” 

“T sell the whole family.” 

“I sold their Dad the engagement ring and I am now 
selling their grandchildren.” 

They talked as if they had a mortgage on their require- 
ment from their cradle to the grave. That type is known 
as the carriage trade. 


That trade has moved away. People are on the move. 


Neighborhoods change. You must cater to the new trade 
in your vicinity. You cannot move where your former 
customers are, for they are widely spread. 

Yes, the new comers are your new prospects. Your 
new customers, if you cater to them by giving values, 
service—and, oh yes, hospitality and courtesy. 

Speaking of courtesy, a company may spread itself 
over the whole city, may employ many, many people. 
Yet the average person will form his or her judgment of 
the store through the contact of one individual. If this 
person is rude or indifferent, it will require a lot of 
courtesy and efficiency to overcome the bad impression. 
Every one in your organization who in any capacity 
comes in contact with the public, is a salesman. The 
impression he or she makes is an advertisement—GOOD 
or BAD. Frequent consultation with your staff stressing 
courtesy will always pay dividends. 

Many jewelers devote their thinking to beating their 
competitors—the jeweler on the next block. Believe me, 
he is not always your real competitor. 

I know of a specialty shop which does more dollar 





volume in costume jewelry in a week than a retail jeweler 
who sells all types, does in a month—and they are next 
door to one another. 

The main reason is that the specialty store thinks in 
terms of popular priced, popular styled jewelry. 

If you make or sell the goods that Mr. and Mrs. Con- 
sumer desire and buy, there would be no problem. 

Let me give you a word of warning. 

In selling costume jewelry, you will have to take 
occasional markdowns for costume jewelry is fashion 
jewelry. When you sell fashions, you must change as 
fashion dictates, for fashions don’t care about your mark- 
ups or markdowns. 

Don’t overlook that important market. But you should 
know that a dead fashion item is like yesterday’s news- 
paper—no value. 

Another example: In recent years, a new trend is tak- 
ing place in the flatware industry. From nowhere, a real 
aggressive competitor is fighting for the flatware busi- 
ness—stainless steel. It has come out of the kitchen and 
into the dining room. Dealers who recognize the situation 
are cashing in. Their overall flatware business is good. 
Don’t get the impression that silver plated flatware is on 
the way out. It is not. But, stainless is a very impressive 
competitor. 

And so it goes all along the line. Obsolescence is one 
of the greatest unseen enemies to the success of any busi- 
ness. Don’t let it eat the heart of your retail store. Dig it 
out and destroy it; whether it be in your Merchandise, 
your Merchandising or your Management. 
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You'll be wise to follow 
Santa’s advice... buy now for 
house, dolls, and guys at the 


5th western jewelry & silverware show 


(including china and glass) 


Do your Christmas and fall shopping early 
where you can see the mostest...firstest... 
and fastest...all under one roof. 

Your 130 days before Christmas 

will be brighter because you were here 


august 16-19 «1953 


sunday through wednesday 


BILTMORE HOTEL 
8 Los Angeles Trade Fair Show... 
Sponsored by Los Angeles Chamber of Commerce 


and California Retail Jewelers’ Association 
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Appliances Are Gift-Worthy 


ie NEWS about electric housewares is the 
growing importance of gift buying in the sale of this type 
of merchandise. The handsome appearance and useful- 
ness of today’s electric housewares has earned them con- 
sideration as gifts suitable for a wide variety of gift giving 
occasions, and the manufacturers are taking advantage 
of this fact by stressing the gift angle in their extensive 
advertising. 

This is important news to the jeweler. because one of 
the jewelry store’s greatest assets is its important share 
of the gift market. The jeweler knows that his store’s 
box, gift wrapping, label, etc., adds an intangible “extra” 
to the brand name gift, and has used this fact to estab- 
lish his store as the place to buy a gift which will reflect 
prestige back upon the giver. 

This helps to explain why many jewelers now partici- 
pate actively in the gift campaign sponsored by the 
Electric Housewares Section of the National Electrical 
Manufacturers Assn. This NEMA group is coordinating 
the advertising and promotional efforts of manufacturers, 
distributors and dealers with the aim of increasing the 
point-of-sale effectiveness of the more than $5,000,000 
manufacturers are spending on advertising this year. The 
gift campaign stresses that electrical housewares are 
ideal gifts “. . . for every gift occasion during every 
month of the year.” 
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Jewelers’ response has been spurred by their aware- 
ness of the impressive retail sales growth of just those 
items most suitable for gift use. Take steam irons as an 
example: back in 1949 steam irons with value at retail 
of somewhat over $15 million were sold. This year the 
figure is expected to pass the $70 million mark. Just a 
dozen of the portable, or “traffic” appliances (vacuum 
cleaners, floor polishers, fans, bed coverings, irons, 
toasters, mixers and blenders, coffee makers, sandwich 
grills and waffle irons, roasters and deep-fat fryers) now 
do an annual $1.1 billion in retail sales. 

The increasing emphasis on gift selling of electrical 
goods is really only a natural parallel to the advance that 
is being made in the beauty and variety of the merchan- 
dise itself. One must see to believe the extent to which 
designers have been able to surpass themselves each year 
in turning out newly styled and more attractive pieces. 
Handling of materials and finish as well as styling has 
put these products into the gift category automatically. 

As for variety, household appliances are being devel- 
oped which simply didn’t exist before, and because they 
are useful and practical as well as attractive, they create 
new sales. They make a special appeal to gift shoppers 
because of their novelty and the assurance that the 
recipient is unlikely to possess one. 
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ll Year "Round 


The new and re-designed products open up new sales 
possibilities by creating new demands, but this is not to 
say that more-or-less “standard” items move slowly. As 
one industry executive has declared: “. . . almost without 
exception, the greater the saturation, the greater the 
sales.” An appliance that “everybody” has is embedded 
into millions of peoples’ habits and activities to such an 
extent that they are unwilling to do without one. This 
creates a powerful replacement market, and gifts can and 


do play a large part in this phase. With an appliance. 


that’s an accepted necessity, the gift buyer will not hesi- 
tate to give a bright new up-to-date model to someone 
who already has a serviceable older unit. 


This phenomenal characteristic of the electrical house- 
wares market, by which “saturation” assures steady sales 
because of replacement needs, seems to indicate constant 
expansion in sales as more and more new types of appli- 
ances reach the “saturated” point while newer types 
appear each year to begin the same process themselves. 


Shown on these pages are some new electric appliances 
and home accessories. Before you can sell effectively, it 
is necessary to know the full extent of merchandise that is 
available. So, check recent issue of JC-K and be up- 
to-date. 
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1. General Electric's newest clock radio now 
has a timer to turn other appliances off and 
on by remote control. Comes in choice of red, 
white, ivory or mahogany. Priced at $39.95. 
2. Cory's new 8-cup Nicro coffee-maker is 
styled for table-top beauty and convenience 
in pouring. No spill-over. Retails at $11.95. 
3. Westinghouse 2-unit hotplate's modern 
rounded-corner appearance means it's easy to 
clean. Enclosed heating units. $19.95 retail. 
4. "Super De Luxe" model Toastmaster retails 
at $27.50. New design is completely automatic, 
completely controllable for perfect toast. 
5. The new Osterizer, made by John Oster Mfg. 
Co., has exact cup measurements on the glass. 
It's an all-around device for chopping, mix- 
ing, grinding, liquefying. $44.95 in chrome. 
6. The new Hamilton Beach food mixer has 
been made easier to use, more versatile. Com- 
plete set of attachments available. Mixer $39.50. 
7. Arvin's latest automatic percolator is de- 
signed to be “at home" on the dining table. 
Cleaning ease, good coffee both assured. In 
nickel and chrome; priced at $29.95 retail. 
8. Motorola's "Porta-Clock," a small portable 
radio with a spring-driven clock. Giant speaker 
for good tone, new-type tubes that lengthen 
battery life. Retails at $44.95. 

9. Dulane's “Fryryte," first automatic deep 
fryer for the home, now also bakes, sautees, 
roasts, warms. Model F-5 retails at $36.95. 
10. A Universal "Cook-a-matic" lets a hostess 
grill, fry, toast or make waffles right 
at the informal dining table. $29.95 retail. 
11. Crosley's "Skymaster," a portable with 
all clock-radio pre-set timer features, chime 
alarm. In 5 colors. $39.95, leather case extra. 
12. The Manning Bowman Div. of McGraw Elec- 
tric Co. has brought out this smartly-cased 
massage vibrator with applicators for scalp, 
facial and body massage. Retails at $8.95. 
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The Diamond Industry 
(From page 100) 


ticeship, etc. At present the Alliance has between 12,000 and 
13,000 members belonging to affiliated organizations in Belgium, 
The Netherlands, France, the United States, Israel, the United 
Kingdom, and the Union of South Africa. 

There are also organizations of employers, usually one per 
country, and most countries attempt to regulate in some way 
employer-employee relations. 

The sale of gem diamonds by the Diamond Trading Company 
during 1952 amounted to £45,769,857, a decline of approximately 
£1,000,000 from the previous record year. All diamond cutting 
centers continued to complain of a shortage of rough. The demand 
for gem diamonds, which was so strong during 1951, continued into 
1952 until midyear, when a slackening of demand set in, with 
concomitant increase of unemployment. 


BELGIUM 


The Belgium diamond cutting industry showed some recession 
from the satisfactory level attained in 1950-1951, both imports 
and exports being down about 10 per cent from last year. Even 
so, the diamond industry ranked second only to the metallurgical 
industry in the export field. Belgian imports of cuttable rough 
for 1952 were 2,409,000 carats, valued at 2,703,000,000 francs, 
with exports of 460,000 carats valued at 2,488,000,000 francs. 


GERMANY 


It is impossible to obtain any precise information regarding the 
extent of the diamond cutting industry in Germany. The industry 
is divided into a large number of small units, many of them single 
artisans or family size groups. This was so, even in normal times. 
In 1937, for instance, about 60 per cent of the workers were 
engaged in groups of one to five persons and only 2 per cent 
in plants employing more than 25 cutters. Furthermore, many of 
the lapidaries of other stones cut diamonds upon occasion. As a 
result of this dispersion it is difficult to coordinate and control 





the industry. With the strenuous efforts to boycott the industry 
by other cutting centers it is impossible to obtain satisfactory 
information concerning it. It seems reasonably apparent, however, 
that it is flourishing and has, possibly, regained its pre-war status, 
The international boycott, however, seriously handicaps the 
German manufacturer, since they are entirely dependent upon 
smuggled rough, a most uncertain situation. There are no direct 
purchases from the Diamond Trading Company. 


ISRAEL 

Diamonds are second only to citrus on Israel’s export list. 
Therefore, world diamond market fluctuations are anxiously 
watched by Israel economists and for the same reason the diamond 
industry is carefully organized and controlled. 

The Israel diamond cutting industry, which was started in 
1937 by refugee Dutch and Belgian cutters, reached its peak in 
1945 when 4,000 cutters were employed. About 2,000 well-trained 
workers have left the industry since its peak, leaving a fairly stable 
labor force of about 2,000, divided as follows: 1600 cutters and 
polishers, 300 rough shapers, 100 sawers and 50 cleavers. Working 
conditions include a 47 hour work week, 12 working days vacation 
with pay per year, with one additional day per year of service 
with 16 days as a maximum, and numerous social security benefits, 

There are about 100 factories employing from 10 to 20 workers 
each. Forty-five per cent of the factories are in the Nathanya 
area, 45 per cent in Tel Aviv, and the remainder in Jerusalem, 
Negev Kibbertzim and Safad. Five of the 100 factories are 
cooperatives, employing about 20 per cent of the industry’s labor 
force. It is said that as a rule the condition of the workers is 
better in cooperatives than in private industry. 


UNITED STATES 


In the United States there are about 1,700 workers in the 
diamond cutting industry, employed by 300 factories, of which 
more than 250 are in New York. Employment among diamond 
workers in the United States in 1952 was generally better than 
in 1951, with about 1,000 to 1,400 having steady employment 
during the year. In the Diamond Cutters Protective Union about 
500 men worked steadily, while another 50 to 150 union members 
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21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM ° 
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We solicit your Sweeps _ 


Filings — Scrap Gold and 


Platinum — Metals 


Your OH Gold Shipmen bs 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 





PALLADIUM 


WILL RECEIVE 
Special Alten lion 


New York 19, N. Y. 
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Better See Motorola Radio 


brings you plus business you can 


\ count on. Stock, display, sell 


-. the Radio Industry! \..Motorola radios... America’s 
in 












Here’s the demand 
that means turnover 
and profits! 


Motorola outsells all other home 
radios, clock radios, portables and 
car radios! Remember—your jewel- 
ry customer is a radio prospect, too 
—and Motorola radios are styled 
with impulse purchase appeal that 
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Clock Radio: 
lowest price for a com- | 
bination like this!... 
powerful radio, clock, . a? eT sais: 
<n gutomatic timer and se 
‘ alarm. Four sparkling 
colors. .Model 53C1. 





Wc > } — Porta-Clock— 
Wed te Bae Portable, radio and 
clock combination! FF 
Eye-catching styling, (7 siszstes 
larger speaker, bigs \ ' 

set tone. Three dec- 
erator colors. AC-DC- > 
\| Battery. Medel S3LC. 













Table Radio—Sells on 
sight and sound! Biggest 
speaker, finest tone ever in 
sets this size. All new styling. 
Four richcolors. Model 53H1. 





AC-DC, Battery. Model 528. 


e exciting 1954 


ISPLAY 


30th 

26 through 

suty hy 1954 is your — 
why Motorola: 


Motorola TV increased in 


sales 5 times faster than any of the big 4 









See the reasons 


Be ready with the Motorola one profi -history with 


TV that means extra quick 
sales. 17-in. tube, smart ebony 
plastic cabinet. Built-in UHF- —e 

VHF antenna. Model 17T15E. ee cer 


n . Oe dey 
A ae : SS 
PN re er 
aa ae ne 
peers pie 
Ce nana a ti ee 


World’s largest exclusive electronics manufacturer 
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Running A Successful 


Sale Is An Art... 


By Manny | 
Silverman 


NEW SALES PROCEDURES... 
NEW MERCHANDISING METHODS.. 


We are NOT standing still. Are you?? 


THIS !S DEFINITELY NOT the time to sit still; 
to let inventories pile up; to allow your sales 
volume to decrease. Nor can you afford to sit 
still and allow the new aggressive jewelry out- 
lets such as department stores, house to house 
outfits or discount houses cut into your vol- 
ume and therefore into your profit. Talk to 
your accountant, analyze your position; see 
for yourself if you are not gradually losing the 
battle to remain in business profitably. 


| have recently received many re- 
quests from fine, quality cash stores 
asking how they can reduce inventory 
and raise cash without jeopardizing 
their fine sterling, watch and diamond 
franchises. 


| have evolved a new sales appeal for this 
type of store that wi// raise cash, reduce in- 
ventory, on a highly ethical prestige basis, 
and without cutting prices on price fixed mer- 
chandise. 


All I ask is the opportunity to help 
you. You are under no obligation. 


WRITE! WIRE! PHONE! 


See Me Show Time, Chicago, Room 609 


SILVERMAN SALES ENTERPRISES 


580 Fifth Ave., New York 19, N. Y. 


Tel: Plaza 7-4693 





worked in contractors’ shops outside of union shops. It is egtj. 
mated that non-union and other shops gave employment to another 
500 to 700 workers. 

In the United States diamond cutters generally work a 35-hoyr 
week with a two weeks vacation with pay. 

Employment in Puerto Rico remained fairly steady during 
1952 with about 200 workers employed. 


THE NETHERLANDS 


Vigorous efforts on the part of the government and the Dutch 
industry have not yet succeeded in completely rehabilitating the 
Amsterdam diamond industry. Before the war the industry 
employed about 3,500 workers. The present objective is to rebuild 
the industry to 2,500 workers. The number of workers at the end 
of 1952 was 1,760, but about 40 per cent were then unemployed, 

In April there were 1,044 diamond workers; 822 cutters and 
polishers, 122 rough shapers, 66 sawers, 32 setters, 1 cleaver, as 
well as 271 apprentices. 

In the first half of the year 1952 employment was not greatly 
different from a year earlier, but a change had become evident 
in July. Since July unemployment increased month by month. 
This change was not immediately reflected in export figures because 
dealers often exported at a loss in order to maintain their con- 
nections. This unsatisfactory condition makes it difficult to recruit 
apprentices and there is less inclination among youthful workers 
to accept the training facilities now offered for this branch of 
industry. 

The difficulties of the Amsterdam diamond industry are due, 
in large part, to competition from Belgium, Germany, and Israel. 
A high weekly wage, combined with restrictions on working hours 
makes Amsterdam one of the world’s most expensive cutting cen- 
ters. The Dutch industry is being driven out of the manufacture 
of small stones of the melee type and is being confined mainly 
to polishing larger stones. Amsterdam workers earn fixed wages in 
contrast to piece work at low tariffs in Belgium, Germany, and 
Israel. Its ability to compete lies in the highly developed skill 
and efficiency of its workers in cutting the higher qualities of 
stones. The industry is now concerned with the possibility of 
recapturing some of the manufacture of smaller diamonds. Before 
this can be accomplished more uniform wage scales and working 
conditions will have to be established in the various cutting 
centers. The majority of stones cut in The Netherlands are 
exported directly to the United States. 


SOUTH AFRICA 


Diamond cutting became established in Kimberley in 1925. The 
industry now employs about 850 workers, and all of the factories 
are centered about Johannesburg, with a few small firms in 
Capetown and elsewhere. The industry is strongly united into 
the Master Diamond Cutters’ Association of South Africa. 

The newly organized Industrial Council for the Diamond Cutting 
Industry, registered under the Industrial Conciliation Act by the 
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Display Drama in Form and Texture 





This striking Swiss-made display panel is in the window of 
Peacock's, well known Chicago jeweler. The sweeping curve 
of the vertical portion, and the contrast in textures of 
fabric, focus attention on a group of watches, with one 
choice watch in a satin-lined recess with grille-work door. 
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Department of Labor, will consist of an equal number of members 
of the Master Diamond Cutters’ Association of South Africa and 
of the South Africa Diamond Workers’ Union. The council will 
lay down and administer conditions of employment, wages, etc., 
in the diamond cutting industry. The move is expected to 
strengthen greatly employer-employee relations in the industry. 


ENGLAND 

The English diamond cutting industry, established in 1940 by 
cutters from The Netherlands and Belgium, employs about 600 
cutters in 10 factories. In 1951 an agreement between employers 
and unions was reached which provides that, in case direct 
negotiations break down, the dispute shall be brought before a 
joint conciliation committee consisting of three representatives 
from each of the two organizations and an independent chairman. 
In England collective agreements constitute the only form of regu- 
lation of working conditions. The standard work week is 40 hours, 
the vacation period is two weeks with pay, plus four public or 
religious holidays. 

Due to a shortage of rough there was some unemployment or 
part-time work during the year. The specialty of the British indus- 
try is one-quarter carat sizes or larger. 


FRANCE 

The diamond cutting industry in France centers around St. Cloud, 
where there are two large cooperatives, one of which cuts rough 
obtained direct from the London market, and the other on a 
jobbing basis for other cutters or brokers. In 1951 at St. Cloud 
there were 452 diamond workers, including 395 cutters and 
polishers, 42 rough shapers, 15 sawers and 32 apprentices. 

Wages in France for those working in the cooperatives are 
about 10 per cent higher than the standard union rate and the 
workers also share in the welfare facilities of French cooperatives 
and have the benefit of profit sharing. 


RUSSIA 


In a brief article on polishing precious stones in the U.S.S.R. 
(Gemologist, Vol. 21, No. 255, pp. 181-182, 1952) M. Gordienko, 


chief engineer of the Moscow jewelry and diamond polishing works 
reveals a few general observations on the diamond cutting industry 
in Russia. Polishing precious stones for jewelry and ornamental 
purposes is now mainly the work of shops belonging to the 
Russian Precious Stone Trust, or to the Jewelry Trade Board with 
workshops in Sverdlovsk and Berezniki, in the Urals, and in 
Leningrad and Moscow. There are still many lapidaries who 
work in their own homes, and who fulfill orders of State depart- 
ments such as the Jewelry Trade Board and the Russian Precious 
Stone Trust. All lapidaries are members of a trade union, and 
pay in the workshop as well as at home is on a piecework scale, 
which is drawn up and approved with the participation of the 
union. According to Gordienko the work is highly paid. 


OTHER DIAMOND CUTTING CENTERS 


In addition to the eight principal diamond cutting centers 
already discussed, there are workshops for the cutting of diamonds 
in some 20 other countries—Spain, Hungary, Italy, Czecho- 
slovakia, Portugal, Austria, India, Canada, Puerto Rico, Mexico, 
Brazil, Venezuela, Cuba, Australia, Indonesia, and others. The 
number of workers varies from a few dozen or less in some coun- 
tries to two hundred or more in India and Puero Rico. 





Selling Slants ... 


Why is it that more stores don’t find some 
means of identifying their sales clerks so that 
customers get to know them by name? 

One firm we know of has each salesman 
wear a badge with his name on it. A little 
thing like this often goes a long way in im- 
proving customer relations. 




















ANNOUNCING OUR APPOINTMENT AS AN AUTHORIZED DISTRIBUTOR! 


Tor the (Complete WESTCLOX Line 





Melody Wall Clock. Available in 
red, green and yellow. $6.95 Retail. 


ELECTRIC & SPRING CLOCKS AND WATCHES 











; 


Moonbeam Electric Alarm. White trans- 
lucent plastic. Plain dial $10.95 Retail. 
Luminous dial $11.95 Retail. 























Sphinx Electric Alarm. Available in 
Mahogany and Blond finish. Plain 
= Retail. Luminous dial $8.95 
etail. 


Bantam Electric Alarm. Available in 
Ivory and Mahogany finish. Plain dial 
$3.95 Retail. Luminous dial $4.95. 


Bob Scheffres Co., Inc. 


— ; AUTHORIZED DISTRIBUTOR 
29 E. Madison St. 


‘ 
' 
a 





~~ 


Baby Ben. Black and Ivory. Plain dial 
$5.95 Retail. Luminous dial $6.95 Retail 
Big Ben. Loud alarm black case. Plain 
dial $5.95 Retail. Luminous dial $6.9 


Chicago, Ill. 352i 
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KAGAN KAGAN 


KAGAN 


KAGAN ° 


KAGAN -° 


KAGAN ° 


In PRECISION 
Ring Sizing Tools, 
the name is 
KAGAN! 


You can see 
The KAGAN RING SIZER 
The KAGAN "PERFECT" ROLLER 


at 
NJA‘'S NATIONAL JEWELRY FAIR 
Booth 305, Grand Ballroom 
Conrad Hilton Hotel, Chicago 
July 26-30 


ANRJA'S 48th ANNUAL CONVENTION 


Booth 110 
Waldorf-Astoria Hotel, New York 
August 9-13 


Come and see for yourself why Retailers, 
Repair Shops, Wholesalers, Manufacturers 
prefer—and buy—KAGAN Tools... or write 
today for more information. Address 


J. J. KAGAN & CO. 


424 South Broadway, Los Angeles 13, Calif. 


KAGAN ° 


KAGAN 


KAGAN 


NVOVO NVOV > NVOV)> 
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GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 





The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 


B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L. 894 veterans. 


Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


John J. Bowman, 
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a new shop, Canal House, in Westport, Conn. China, 
glass, silver, furniture, antiques and accessories of all 
kinds are carried by the shop, and wedding consultation 


will be one of the special services. 
* * * 


a the merchandising of china and silver ip 

place settings has become so important and so suc. 
cessful, the handmade glassware division of the American 
Glassware Association has selected a tableware grouping 
which is to be promoted in the same way. A five-piece 
setting has been selected, including a goblet, sherbet, iced 
tea, juice, and salad plate. 

Members of the Association believe that this grouping 
will cover both the formal and informal entertaining 
needs of most American housewives, and their individual 
tastes can be filled by adding wines, cordials, cocktails, 
and other items. The manufacturers have agreed to be- 
gin to tell the story of glass place settings to their stores, 
and to stress it in their promotional and advertising 
campaigns. . “oo 


MARK DELAHAY 





yaks DELAHAY, formerly buyer of silverware, 
gifts, and allied lines for Stern Brothers’ in New 
York, has left that post to open this month a new show- 
room in the Brack Shops, Los Angeles, for Hickman- 
Lipman Industries, manufacturers of metal and pottery 
artware, dinnerware and lamps. Also going with Hick- 
man-Lipman is J. W. Kammen, who for the past seven 
years has been assistant to Paul Schneeloch, president 
of Newland, Schneeloch and Piek, Inc., of New York. 
Mr. Kammen will make his headquarters in Dallas, Tex., 


and cover the Southwest territory. 
* * * 


| pen 1954 Pittsburgh Glass and Pottery Exhibit will 
open a day earlier than usual and run one day shorter. 
It will open Wednesday, January 6, and close January 13. 
The new setup was devised for the benefit of buyers who 


preferred these dates. 
* % % 


Contest Ballots 


(From page 142) 

their own Sterling silver patterns; then they listed their 
favorite china and crystal patterns. “We included these 
questions,” Rosenbaum explained, “to get pattern prefer- 
ences and possible trends. Also, the information gave us 
a fairly representative picture of the ownership of the 
different silver lines. One important thing we learned is 
that far too many people own sterling silver purchased 
from door-to-door salesmen.” 

A local newspaper, the “Raleigh Register,” gave the 
contest a considerable amount of publicity. Different 
table settings were photographed and published as well 
as a story on “Originality is Important Factor in Table 
Arranging.” 
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The cost of conducting this important aspect of silver, 
china and glass merchandising was $250. This amount 
included allocations for Eric’s Jewelry regular daily radio 
program and newspaper inserts which were slightly 
heavier than normally. The event was a success and it 
duly impressed many people in the community, who, as 
Rosenbaum pointed out, conversed about the contest long 
after it was concluded. 





Got a Gripe? 


(Believing that the pen is mightier than the sword, 
JC-K publishes this column with one purpose in mind: 
that it will lead to improved service among manufacturers, 
wholesalers and retailers.) 


“Can you please tell us,” writes Sol Halpert, Miami 


retail jeweler, “‘why it takes so long for the major 
watch companies to return watch repairs? The watch 
attachment firms make every effort to rush repairs 
and they do a most creditable job.”’ Why don’t the 
watch companies do likewise, asks Sol. 

As he points out, delays cause friction between 
jeweler and customer. “What can we say to a cus- 
tomer whose watch was returned to the manufacturer 
six months ago? This has actually happened to us— 
and more than once!” 

Coinciding with our receipt of Halpert’s letter was 
one from T. F. Schraft, treasurer of Wefferling, 
Berry & Co., an emblem jewelry manufacturer. 

“We do not believe,” writes Schraft, “that the re- 
tail jeweler is aware of the fact that the U. S. post 
office department has slowed down considerably over 
the past few years in deliveries. We continually re- 
ceive orders for special items which have to be made 
up and the delivery time requested has either already 
past when the order is received or so short time is 
left that it is impossible to meet. This is particu- 
larly true on repair jobs... . ” 











Free Ring Cleaning Offer 


Coronet Jewelers in Twin Falls, Idaho, attracted many 
new prospective customers to the store by announcing 
that the firm’s expert craftsmen would clean and check 
any diamond ring brought into the store. A special news- 
paper ad said that dull stones would be brightened, loose 
mountings would be tightened, and the rings would be 
shined and re-finished like new. 

The offer was planned by the firm to be strictly an in- 
stitutional good will building promotion and there was 
no attempt for any high pressure selling. 





Brother and Sister Team 
(From page 110) 


Recessed shelf cabinets are built along both walle. 
The glass-front shelves also have built-in fluorescent 
lighting. 

The cases and shelves are arranged with wide open 
areas between them so that each type of merchandise has 
its own section. This is done so that the customers’ minds 
will not wander while being shown a particular item. It 
is difficult to sell a customer a watch, for instance, while 
his attention is wandering to the other end of the counter 
where fountain pens are shown. 

One wall accentuates this division even more than the 
mere use of space by having shadow boxes which extend 
out from the wall between the cases. These shadow boxes 
are also used to display larger timepieces, electric toasters, 
etc, 


FOR JULY, 1953 


—i 





_descriptive catalog. Towne watches are 














Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
plate case, J-B 
cord attachment 


PROMOTE f 


AT A 


PROFIT 


lial) - 


TOWNE 






WITH 





Sig 


TOWNE. 


WATCH 
17- JEWEL 


LEADERS SUPER - SPECIALS 
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YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 
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| packed quality 
GUARANTEED BA price-beater. 
10-DAY 
INSPECTION 


Presentation 
Boxes... 


75¢ each 


Order these 
terrific sellers 
today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 


sold through retail jewelers only. 






TLOWWNE WATER CG, 
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SALESMEN 
WANTED 


Old established, well-known firm is 
looking for two highly-recommended 
salesmen, preferably to cover East 
and West Coasts .. . for loose dia- 
monds and colored stones at rock 





bottom prices. Only persons with thor- 
ough experience and high business | 
standards, accustomed to calling on | 
high class firms, are wanted. 





Possibility of partnership. Liberal 


Terms. 


Applications held in confidence. 


Box "B, 2288" 


Jewelers Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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A half-century of skilled craftsmanship 
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stands behind their e eye-catching design 
@ superior materials @ lasting durability 
@ prover sales-appeal. Send for catalog. 


d.ty ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2 01 














REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 


A Valuable Handbook 


for the Jeweler 


$6.°° 


Postpaid 


Remittance with Order 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St. New York 17, N. Y. 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 
































CHINESE JADE CORP. 


aunt West 47th St. © New York 19, N. Y. © JUdsom 6-1666 coum 
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WILLIAM RICH, WALLACE PRESIDENT, RETIRES. William Wells Rich, president of R. 
Wallace & Sons Mfg. Co., announced his resignation on June 23. Pending election 
of his successor, Donald W. Leach, chairman of the board and vice-president of 


the company, will assume the duties of president. 


ASK STRICTER BAN ON PX SALES. Evenif the military exchange system polices its units into 
stricter compliance with the 1949 list of jewelry items, retailers will still be 
unsatisfied according to Bernard Burnstine, chairman of NJA's Committee on Post 
Exchanges. He proposes restricting exchanges to a limited 7-category list which 
eliminates rings entirely and limits watches to military types only, in line with 
the "convenience and necessity" concept. Exchange officials claim jewelry sales 
amount to only four cents on each dollar of exchange sales. (It is interesting 
to note, however, how this compares with jewelry's share of less than one cent of 
each consumer dollar spent in the civilian market.) 


CHANGES AT HAMILTON. R. J. Gunder, formerly sales promotion manager, has been promoted 
to the position of director of advertising and sales promotion of the Hamilton Watch 
Co. He replaces Robert Waddell, former director of advertising, who becomes 


director of public relations. 


INVENTORIES DOWN__PRODUCTION UP. The U. S. Department of Commerce says present 
Stocks held by retailers, wholesalers and manufacturers are valued at about $75 
billion, are ". . . generally balanced and in line with sales." Manufacturing is 


now at a rate 10 per cent higher than a year ago, with all types sharing in the 
increase although defense production increases are particularly pronounced. 


LONG-RANGE PROSPECT: SUSTAINED GOOD BUSINESS. Continued good business on all levels 
is the present long-range forecast. The prospect of a "readjustment" at the end 
of the Korean war seems to be fading somewhat; military buyers now look forward 
to another year of heavy procurement in 1954. 


TAX COMMITTEE CHANGES. The Retail Jewelers Tax Committee, the industry-wide body set 
up primarily to Secure relief from the jewelry excise tax, now includes Irving 
Wolfgang, president of NJA, as one of its representatives from that group. George 
R. Frankovich has joined the Committee, along with Sidney G. Tickton, as executive 
assistants. Frankovich will continue his former duties as executive secretary 
of the New England Manufacturing Jewelers and Silversmiths Assn., adding the 


activities of RJTC to his interests. 


FEKULA TO HANDLE GRUEN STYLING. The Gruen Watch Co. has named Alexander M. Fekula 
vice-president in charge of styling. 


GOVERNMENT CHECK FORGERS ACTIVE. The U. S. Secret Service has warned retailers of 
intensified forgery activity. Most of the victims are retailers who cash govern- 


ment checks without insisting on proper identification. 


FOR JULY, 1953 163 





lt Can Hold 





Your repair department can do either . . . make money for 
you or lose money. If you think your repair department 
could do more for your business, write us. We can show you 
how thousands of jewelers all over the country have im- 
proved their repair operation. How they have one product 
that gives them 500% to 1000°% markup. And how their 
repair departments help make money in other departments 
by building store traffic and good will. Details free and 
without obligation. Write . .. today. 


C. & E. MARSHALL CO. 


Dept. J7, Box 7737, Chicago 80, Ill. 
Branches and Distributors in Principal Cities Throughout the USA 
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House Unit Votes to Keep 
Present Limit of $1 on 
Duty-Free Mail Shipments 


After completing hearings in mid-June 
on H. R. 5106, known as the Customs 
Simplification Bill, the House Ways and 
Means Committee announced its intention 
of retaining the present limit of one dollar 
on duty-free mail shipments. The Com- 
mittee made this announcement in report- 
ing the new bill for action by the House 
of Representatives. 

In addition to revising customs proce- 
dures, the proposed bill would have raised 
from dollar to three dollars the value of 
imports which may be mailed into the 
United States free of duty. 

The Jewelers Vigilance Committee testi- 
fied before the Ways and Means Committee, 
together with representatives of a number 
of other industries, objecting to any change 
from the present level. In addition, calls 
were paid upon and communication had 
with a number of Congressmen on the 
Committee. 

In carrying on this successful campaign, 
the Jewelers Vigilance Committee was 
joined by the New England Manufacturing 
Jewelers & Silversmiths Association, the 
American National Retail Jewelers Asso- 
ciation, and the National Jewelers Asso- 
ciation. 

Also cooperating were a number of in- 
dustries which would have been affected 
by the proposal, including the American 
Retail Federation and the National Retail 
Dry Goods Association. 


Rates for Parcel Post 
To be Upped in October 


The Interstate Commerce Commission 
has approved an increase of slightly more 
than one-third in parcel post rates. The 
new and higher rates are scheduled to go 
into effect on October 1. The rate boost 
is expected to bring the post office depart- 
ment an additional $153 million in revenue. 

A surcharge scheduled originally to go 
into effect on April 1 but later postponed 
is included in the new rate schedule. 
Rates on catalogs and other fourth-class 
mail remains unchanged, but hearings on 
this phase of postal rates are scheduled 
to begin on July 20. 
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Selling-Trade Relations Top 
Subjects as Wholesalers Meet 








Frank Discussions of Both Sides of 
Mutual Problems Characterize 
National Wholesale Jewelers’ Convention 


There was less tensions at this year’s 
convention of he National Wholesale Jew- 
elers Association than at the 1952 gather- 
ing, but those in attendance were no less 
serious. 

Businesslike procedure is typical of this 
association’s annual convention programs, 
which are arranged interestingly and pre- 
sented crisply. Tribute to the Fernley or- 
ganization, which provides the executive 
secretary services, was made in the form 
of appropriate remarks by J. M. Montgom- 
ery, the association president. 

Businesslike procedures prevailed though 
the setting was the Ritz Carlton Hotel on 
the boardwalk of Atlantic City, and the 
weather was clear and comfortable on June 


4 and 5. 


J. M. MONTGOMERY 


Re-elected 
President 
of NWJA 





The meetings were opened at 10 A.M. 
on June 4 by President Montgomery who, 
having worked closely in the planning of 
the program, confined his remarks to an 
outline of the purpose of the convention, 
leaving the burden of the proceedings to 
the speakers. His short talk paved the way 
for the report of Thomas A. Fernley, Jr., 
executive secretary. 


Wholesaler's Usefulness 
Outlined in Talk by Fernley 
Thomas A. Fernley, Jr., secretary of the 


association, presented a brief for the use- 
fulness of the wholesaler in the distributive 





scheme. Said Mr. Fernley: “Where the 
manufacturer wants to really reach all 
possible retail outlets in his field, his an- 
swer is the wholesaler—retailer method of 
distribution; though we will all admit that 
where the manufacturer is only interested 
in a limited number of big city accounts, 
he may be able to satisfy them direct. 

“There are numerous reasons why the 
wholesaler is the most economical means of 
distribution. I have perpared two charts 
which are quite simple.” At this point Mr. 
Fernley referred to two easeled charts. 
The charts showed the nine principal oper- 
ations which are involved in each sale to 
a retailer: 1. A salesman’s call, 2. The 
writing of an order, 3. The processing of an 
order, 4. The extension of credit, 5. The 
shipping of a package, 6. The insurance of 
that package, 7. The checking of a pack- 
age by the purchaser, 8. Bookkeeping at 
either end and, 9. The making out of a 
check and its deposit at the other end. 

The charts showed, by means of lines 
(one for each of the above nine operations) 
drawn between the factory and only a few 
retailers, what a relatively complicated sit- 
uation was created in direct selling to re- 
tailers, as compared to the manufacturer 
selling to a wholesaler who would service 
hundreds of stores. 

Mr. Fernley said, “When manufacturers 
sell through the wholesaler, they reach 
many times the number of accounts shown 
on these charts; and the manufacturer can 
devote his capital and his major efforts 
to manufacturing rather than the enlarge- 
ment of his credit department, his sales de- 
partment, his packing room, his inventories, 
etc., etc.” 

The advantages to the retailer, in his 
being serviced by a wholesaler was demon- 
strated on another chart. Here Mr. Fernley 
said, “It is obvious that the retailer will 
have to spend hours and hours seeing di- 
rect-factory salesmen in order to buy his 
needs. He will not have the advantage of 
the careful selection which the wholesaler 


(Please turn to page 166) 
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NWJA Convention 
(From page 165) 


makes in what might be called pre-screen- 
ing of good items for his territory.” 


Munson Cautions Wholesalers 
On Product Diversification 


“Too many wholesale jewelers for too 
long a time have been supplying rather 
than selling merchandise,” stated Craig D. 
Munson, vice president of The International 
Silver Co., in the meeting’s keynote ad- 
dress. “They merely buy merchandise from 
a manufacturer so they will have it in stock 
when the retailer has a call for it. The 
whole process hinges on waiting for con- 
sumers to come into retail stores and ask 
for products. 

“Wholesalers’ salesmen capitalize on the 
retailers’ fear of losing business rather than 
on the opportunity provided to make busi- 
ness better. That’s the passive method of 
selling—the supplier philosophy with a 
vengeance. 

“The retailer, feeling competition from 
all directions, is looking for help. He wants 
somebody to provide him with selling plans 
that will move merchandise. The way is 
wide open for the wholesaler to take the 
leadership in seizing this ripe opportunity. 


CRAIG D. 
MUNSON 


V.P. of 
International 
Silver Co. 





“There is almost an utter lack of sales 
management among wholesale jewelers,” 
he declared. “It is hard to define sales 
management because it is so many things.” 

As an example, it may be possible, he 
pointed out, that wholesalers are diversify- 
ing themselves out of business. 

“When I call on wholesalers,” he ex- 
plained, “I always find that something new 
has been added; some new gadget. These 
may be good lines but they take selling 
effort away from established staple lines 
of merchandise on which the wholesaler 
depends. There is also the tendency to 
take on shirt-tail lines within one product 
category. 

“There aren’t too many essential lines 
of silverware. Wholesalers could do 95 per 
cent of all their sterling and plated busi- 
ness with as few as six resources. Yet when 
we polled our distributors we found that 
the 86 who replied were buying silverware 
from 41 different manufacturers. 

“Too great diversification means nothing 
but dilution of selling effort to the point 
where it becomes impossible for the sales- 
men to do justice to any of the major lines 
that are most important to the wholesaler.” 

Mr. Munson said manufacturers’ sales- 
men are willing to train young salesmen 
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of wholesale firms. They’re also willing to 
travel more with wholesalers’ representa- 
tives to help them sell. 


"Build Volume With Pre-Sold 
Brands, Des Reis Advises 


The next speaker, John F. Des Reis, 
vice president and sales manager of Ronson 
Art Metal Works, predicted “There are 
few wholesalers in any field who will enjoy 
a really satisfactory net profit in 1953. The 
wholesale jeweler, with only few excep- 
tions, will not be too happy with his net 
profit showing for 1953. 

“Suppose we assume that the wholesale 
jeweler will roll up just about as large a 
gross dollar volume as he did in 1951 or 
1952. With costs up, if your volume does 
no better than remain stationary, then your 
percentage cost of doing business will rise. 


JOHN F. 
DES REIS 


V.P. and 
Sales Mgr., 
Ronson Art 
Metal Works 





“What can you do to prevent your costs 
from continuing to mount? My suggestion 
revolves around the pre-sold brands you 
stock, 

The speaker then said that an occasional 
ad in a few national publications will not 
“build a true pre-sold brand.” 

“Our experience has been that, with only 
a few exceptions, it just isn’t possible to 
build a real advertised pre-sold brand in 
our field with an advertising budget of 
under $100,000—and at that figure a brand 
can become really pre-sold only after many 
years of consistent, year-in and year-out 
advertising.” 

Mr. Des Reis then suggested that (the 
wholesalers) “go over the brands you stock 
and determine which are the real pre-sold 
brands. Right here in these true pre-sold 
brands lies your opportunity both for 
building volume — and cutting costs —a 
happy combination.” 


"Selling is Wholesaler's 
Main Function,’ Says Sachs 


The opening speaker on the Thursday 
afternoon program was Teviah Sachs, presi- 
dent of the Waltham Watch Co., who 
expressed his opinion on “Sales Manage- 
ment by Wholesalers.” 

“Sales Management,” said Mr. Sachs. 
“was not merely telling how to sell, but 
showing how.” 

Recognizing the fact that his audience 
was composed mainly of the principals and 
owners of wholesale businesses, Mr. Sachs 
pointed out a significant tradition in the 
wholesale jewelry business, remarking that, 
“the owner of the business was usually in 
his position because he was an outstanding 
man—as a salesman.” 





“Selling,” continued Mr. Sachs, “is the 
prime function of a wholesaler, other func. 
tions being only resultant or supporting 
activities necessary to the performance of 
an effective sales organization. 

“Every wholesaler should make it a must, 
that at least once a year, either the owner 
or one of the more important members of 
the firm personally call on each one of 
their customers. This call which would be 
in addition to the regular calls made by 
the salesmen would cement the relationship 
of the wholesaler and his customer as 
nothing else could. Such a practice estab. 
lishes a better understanding of the mutual 
problems of the wholesaler and _ retailer. 
Such visits also generate a feeling of 
security within the retailer in the knowl. 
edge that his supplier is interested enough 
in him to take his time to personally 
counsel with him.” 

Another phase of Mr. Sach’s talk was 
his emphasis on the importance of the 
wholesaler capitalizing on brand-name 
merchandise. 

“The point being,” said Mr. Sachs, “that 
the retailer must have brand name mer. 
chandise in his store to attract consumers 
and so make the store community head- 
quarters for the local buying public.” 


TEVIAH SACHS 


President 
Waltham 
Watch Co. 





Mr. Sachs concluded his talk with a 
reminder to the wholesaler that if he is 
to perform his prime function as a sales- 
man for the manufacturer, he must have 
adequate selections of the manufacturer's 
complete line on hand and he should have 
the numbers inventoried in sufficient quan- 
tities to service his retailers promptly. 


Need for Forceful Selling 
Stressed in Talk by Noyes 


P. T. Noyes, ass’t. general manager of 
Oneida Ltd., opened his address with the 
frank statement, “We don’t sell through 
the wholesaler just because he’s a ‘great 
guy.’ We don’t even sell through the whole- 
saler because he warehouses conveniently, 
has a sales force that carries our line, 
knows his customers and his market well, 
handles his customers’ credit, or for a lot 
of other cliched functions we all keep 
talking about. 

“If those reasons were the only ones we 
had, we’d be selling direct; as we do two 
of our nationally advertised lines today! 

“These functions have to be plussed by 
the one all important ingredient—SELL- 
ING! Actually, all other functions are 
services to selling. 

“In our direct sold lines we limit our 
sales efforts to the most profitable markets. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








This is in direct relation to: The potential 
market for the product, the national adver- 
tising we give it, and the competitive 
factors involved. 

“For Community, however, this formula 
comes up with the answer—‘Use_ the 
Whelesaler’, despite his dilution of effort 
(caused by selling many lines). He can 
cover a lot of geography. Since we adver- 
tise in every citv, village and hamlet in 
the U.S.A. and Canada, we want our 
goods to be convenient to all the customers 
our advertising creates, 

“A wholesaler can have all the good busi- 
ness traits and be lacking in forceful sell- 
ing—and he’s not worth much to anyone. 

“I’ve heard too often lately, from whole- 
salers, that ‘you can’t get good salesmen 
anymore—the ones you get are only so-so 
and the good ones cost too much.’ That’s 
BUNK. A real good salesman is never 
too costly! 


P.T. NOYES 


Assistant 
Gen Mgr., 
Oneida, Lid. 





“If he’s good, he sells a high volume of 
merchandise at full price; he sells the 
lines you want him to; he shows the dealer 
how to resell assuring you of fill-in busi- 
ness; he costs you a minimum of sales 
expense dollars—because he gets the most 
sales per dollar spent possible; he’s your 
finest idea man for merchandising and 
sales plans; and most important, he _ per- 
petuates your business, because he’s your 
most effective form of advertising.” 

Mr. Noyes then made suggestions as to 
where to find good men, how to train them 
and how to evaluate their performance so 
they could be compensated in line with 
their value to the wholesaler. 

After presenting his salesman’s merit 
rating system, Mr. Noyes closed his talk 
with the remark, “You will note that this 
check on salesman performance, is also a 
check list of sales management respon- 
sibility. You wholesalers should live by 
such a salesmen’s merit rating system thus 
producing high grade salemanship.” 


‘Plan Merchandising Efforts’ 
Swartman Tells Wholesalers 


William A. Swartman, sales manager of 
The Gemex Co., then spoke on “The Manu- 
facturer’s and the Wholesaler’s Respon- 
sibility in Better Merchandising at the 
Retail Level.” 

The theme of Mr. Swartman’s talk was 
based on the fact that for the wholesaler 
to help the retailer merchandise properly, 
the wholesaler himself had to sell aggres- 
sively; assume the position of a counsellor 
in the purchasing of the merchant. 

“Manufacturers,” said Mr. Swartman, 
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“are not using the wholesaler as a means 
of supplying retailers, but as a means of 
selling. 

“In the food field, many distributors are 
only suppliers. Food manufacturers fre- 
quently employ the services of such dis- 
tributors—to warehouse, and in addition 
they employ the services of another field 
organization to merchandise and sell the 
produc. . 

“Let us take a look at ourselves—the 
wholesale jeweler is not automatically a 
selling-—marketing organization, the whole- 
saler has to work to deliver that essential 
service, 

“A manufacturer planning a marketing 
campaign—must lay out a program which 
consists of a series of steps and processes 
whereby a product passes from producer 
to consumer. 

“Such a campaign must take into con- 
sideration such distributive factors as 
physical transportation, storage, financing, 
and display—and also the psychological 
forces bringing manufacturer and consumer 
—seller and buyer—together. There are 
three major steps in the marketing cam- 
paign—selling, merchandising and adver- 
tising. 

“The manufacturer’s responsibility — to 
create ideas and plan production are also 
shared in part by the wholesaler. 

“The manufacturer must supply the 
wholesaler with sales ammunition and the 
wholesaler must use it to enlist the jewel- 
ers merchandising cooperation. 


WILLIAM A. 
SWARTMAN 


Sales Mgr., 
Gemex Co. 





“The manufacturer must create a product 
of integrity. The wholesaler must convey 
the significance of this integrity to the 
retailer so the retailer can transmit it to 
the consumer. 

“All this,” said Mr. Swartman, “requires 
that the wholesaler approach the manufac- 
turer’s merchandising program with warmth 
and enthusiasm.” 


‘Tailor Lines to Manageable 
Proportions,’ Ploner Urges 


The next talk was on “Limitation of 
Lines” by E. K. Ploner, vice president of 
the Sunbeam Corporation. 

“To start with,” said Mr. Ploner, “it 
seems elementary to me that the number 
of lines you can carry successfully must 
be determined by whether you want to be 
a jobber or a distributor. If you think 
you can build your business as a jobber— 
that is, if you believe you can get your 
business by simply having detail men make 
twenty or thirty calls a day asking your 
dealers, ‘What do you need today?,’ then 





you will want a lot of lines,” he stated. 

“On the other hand, if you want to be 
a distributor with salesmen making fewer 
calls and doing a selling job on each one, 
then you will want to have enough good 
lines as nearly non-competitive in each 
category as possible to serve your trade 
properly—but few enough to enable your 
salesmen to really do a selling job, not 
just order-taking.” 

Mr. Ploner then outlined in detail the 
characteristics of two typical types of man- 
ufacturers, the one which did everything 
to develop and support the wholesaler, and 
the other which left everything for the 
wholesaler to do and to worry about. Con- 
tinuing he said, “On which of these two 
lines can you get the most profitable busi- 
ness in proportion to your own effort? 
Which of these two lines should get the 
greater share of your effort based purely 
on your own selfish interest in getting as 
much as possible of the most profitable 
business ? 

“Be sure your salesmen are properly 
trained to do a real SELLING job. Be 
sure they know all there is to know about 
fewer good lines.” 

Concluded Mr. Ploner: “Be realistic! 
Tailor your lines down to manageable pro- 
portions that your men can comprehend. 
Then you will be able to compete with the 
experts—and so will your dealers.” 


Social Events Highlight 
Convention Proceedings 


On the evening of the first day of the 
convention a party was given by The Gemex 
Co. This was an elaborate buffet supper 
presented in the finest of style and graci- 
ously presided over by Eugene Prestinari, 
president, and William Lichtenfels, vice 
president of the Gemex Co. Everyone at- 
tending the convention was invited—and 
just about everyone was there. 

This was undoubtedly the most spectac- 
ular company affair, but several other com- 
panies extended hospitality in their suites 
during the evening, notably, the Smiths 
and Sissons—of Irons and Russell Co.— 
admirably equipped for the performance 
of such pleasant duties. 

Tom Briddell, sales manager, and Layton 
Riggins, advertising manager of Chas. D. 
Briddell, held sway as companion hosts in 
their company’s suite as it was visited by 
“the great and near great” attending the 
convention. 


NWJA'S Promotional Efforts 
Outlined in Talk by Bechtel 


The opening speaker of the Friday morn- 
ing session was F. Clarke Bechtel, the 
association’s treasurer and president of 
Jos. B. Bechtel & Co., Inc. of Philadelphia. 
Mr. Bechtel was assigned the task of 
reporting on the progress of the associa- 
tion’s Industry Relations Committee, in 
the absence of Leon Engel, the chairman. 
Mr. Bechtel told of the advertising and 
other activities which were initiated during 
the past year and the satisfactory results 
thus far evident from the promotional 
efforts. 

(Continued on next page) 
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NWJA Convention 


(Continued from preceding page) 


Swindell Tells Members How to 
Plan Salesmen's Territory 


The next speaker, Fred A. Swindell, 
dom. sales mgr. of Westclox, spoke on 
“Laying Out Markets for Salesmen.” 

Said he: “Under the historic Westclox 
policy of channeling through wholesalers, 
we can succeed only as you individually 
and collectively succeed and grow. My 
subject is—planning a salesman’s territory. 
It seems to me that the first territory 
needing examination and reorganization is 
that critical area of the mind; that of the 
sales organizations and management. 

“This crucial area—the brain of our 
salesmen—must first be developed to its 
greatest potentiality before there can be 
any real important sales potentialities 
geographically. 

“How is it that we find items in our 
line out of stock at the retail level and 
at the same time find ample supplies of 
the items in the wholesaler’s warehouse? 

“What is the thinking when Westclox 
who is and has been criticized for not pro- 
ducing a sufficient number of new models 
brings out a proven one only to find its 
wholesalers ordering the item in half dozen 
quantities, 

“Should rather we produce 20 new 
models each year for the wholesale sales- 
men’s approval and close out that that he 
does not approve of and will not attempt 
to sell at less than wholesale prices in big 
volume retail outlets? Is it possible that 
this area of the wholesaler’s salesman brain 
resists anything that he has to sell and 
accepts only what he personally likes or 
best of all demands items such as Big Ben, 
Baby Ben, Travalarm, and so forth? 

“So I repeat, and I feel justly so, that 
the planning of the salesman’s territory be- 
gins with the organization of the home 
territory—his mind.” 

Mr. Swindell followed with an extensive 
display of material on trends in the whole- 
sale business, and presented detailed sug- 
gestions on the planning of salesmen’s 
markets and their coverage. 


"Specialize in Fewer Lines’ 
Glass Urges NWJA Members 


The next speaker, Leo Glass, president 
of Leo Glass & Co., Inc., prefaced his talk 
with extemporaneous remarks that the 
wholesaler should bring more of their key 
men to the annual wholesaler’s convention, 
inasmuch as it is such men who will 
be called upon to implement the ideas 
advanced at the sessions. Getting into his 
prepared talk, Mr. Glass said: 

“Your ‘purchasing and carrying of stock’ 
resolves itself not alone in a financial and 
physica] burden, but primarily a burden 
of decision as to the programs of your 
suppliers and which ones to select and 
promote to your best judgment. You will 
never be able to buy and sell everything. 

“Costs and overhead have risen. In 
order to increase profits there has been a 
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floundering into new fields, a larger diver- 
sification of merchandise. 

“As this thinking has expanded, the 
wholesaler has been tempted to buy a little 
of this and a little of that. To satisfy his 
customer the wholesaler increases the 
variety of merchandise he carries, and 
ultimately everyone following the same 
reasoning has spread himself so thin that 
although sales may have increased, the 
profit increase is generally less. This extra 
profit is then on the shelf, new things 
emerge, and the wholesaler is left with 
closeouts or dead stock. You, Mr. Whole- 
saler, sit holding the bag. 

“There is a solution! As your customers 
begin to expand the variety of merchandise 
they carry ‘a la supermarket’ and general 
store, you must go the other way and 
specialize in fewer lines and still show a 
variety. You must select the best possible 
suppliers for specific products and become 
a distributor for their lines. 

“In other words,” concluded Mr. Glass, 
“reducing the variety of lines you carry 
will definitely result in a smaller inventory 
and greater profits for you.” 


Gorenfio Stresses Importance 
of Cooperation With Mfr. 


After two speeches by manufacturers, on 
the morning program, Theodore Gorenflo, 
Jr., of The Gorenflo Co., wholesalers of 
Detroit, spoke on “What the Wholesaler 
Has a Right to Expect from the Manu- 
facturer.” 

Said Mr. Gorenflo: “The wholesaler has 
been the recipient of a barrage of com- 
plaints, pressure and threats. Let us first 
establish the functions and problems of a 
distributor. 

“A distributor is a selling and ware- 
housing agency strategically located and 
performing an economic function in his 
area. He hires trained buying personnel 
and good sales personnel. His salesmen 
travel to the remote corners of his territory. 
No other method of distribution can give 
such complete coverage. He employs 
trained credit personnel. He furnishes a 
modern showroom and frequently publishes 
a costiy catalog. For every dollar spent 
the distributor will give the retailer a 
healthy and diversified inventory of mer- 
chandise. The combined selling forces of 
our country’s leading distributors comprise 
a selling team second to none in the world. 
And yet, what is happening to this team? 

“The actual fact is that today merchan- 
dise is becoming harder to sell. And yet, 
many manufacturers demand record break- 
ing sales. 

“IT believe the wholesaler should have 
from the manufacturer, first, closer inven- 
tory cooperation with the distributor to 
assist him in moving slow or discontined 
items. Also, the manufacturer should not 
attempt to place an order with all distrib- 
utors based on the quantity purchased by 
a large distributor. 

“Second, too many manufacturers expect 
miracles from ads in national publications. 

“Third, I believe that the manufacturers 
should be cognizant of controlled dis- 
tribution. 

“Fourth, I believe that the manufacturers’ 





top executives should get out into the field 
more often. 

“In closing,” said Mr. Gorenflo, “I stress 
the importance of harmonious association 
between manufacturer and distributor, The 
importance of getting closer to our sales. 
men.” 


Montgomery Re-Elected 
As Association President 


On the last afternoon session of the 
convention, IF. Clarke Bechtel, the asso. 
ciation treasurer, made his report and the 
oficers for the next year were elected: 
President J. M. Montgomery, of M. A. 
Mead & Company, Chicago, was reelected 
for another term. Other officers were: 
Vice Presidents: Milton B. Freudenheim, 
Kreudenheim_ Bros., Inc., New York; 
Theodore Gorenflo, Jr., The Gorenflo Co., 
Detroit; Frank J. Heyne, Heyne & Groves, 
Inc., Toledo; F. Clarke Bechtel, Joseph B. 
Bechtel & Co., Inc., Philadelphia, was re- 
elected Treasurer. 

The Executive Committee elected with 
terms expiring 1955 were: Reynolds Butler, 
E. W. Reynolds Co., Los Angeles; Melvin 
Cohen, A. Cohen & Sons Corp., New York; 
Albert Freyer, Samuel Weinhaus Co., Pitts- 
burgh; Rigsby Hammond, B. M. Hammond 
Co., Inc., San Antonio; H. B. King, Jr., 
H. O. Hurlburt & Son, Philadelphia; 
Charles A. Moore, Moore DeGrazier Co., 
Dallas, and Charles K. Stern, The Wallen- 


stein-Mayer Co., Cincinnati. 


Panel Discussions Feature 
Confab's Closing Session 


The latter part of the closing session was 
devoted to pane] discussions on various 
lines of merchandise, each of the wholesale 
chairmen, having beside him on a dais a 
manufacturer in the line under discussion. 
Questions were asked from the floor and 
answers were provided from the platform. 

A presentation on signet and colored 
stone rings, along with an explanation of 
the value of the Jewelry Industry Council’s 
booklet on the subject were presented by 
Nathaniel I. Goodman, wholesaler of Bos- 
ton. He told of an increase of 25 percent 
in sales of these two types of rings over 
those of the previous year. This, he said, 
was due in large part to the distribution 
of the JIC’s four color booklet, “Romance 
of Rings and Birthstones.” Sale of the first 
and second editions of the booklet totalling 
550,000 require the printing of a third 
edition which is now underway. James 
Theise, of Acme Ring Manufacturing Co., 
Newark, N. J., served on the committee 
with Mr. Goodman as ring consultant and 
aided in the presentation. 


Banquet Concludes Convention 


The convention ended in high gear, dur- 
ing the banquet, when tops-in-entertainment 
was provided through the courtesy of the 
Speidel Corporation who produced Paul 
Winchell, the famous ventriloquist, and his 
Jerry Mahoney. With the aid of “Charlie” 
Spitzer assisting with the lines, Winchell’s 
humor was beautifully pointed but never 
barbed—enjoyed with hilarity by everyone. 
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Spirited Sport Dominates Activities at 
Annual Outing of 24K Club of New York 
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The annual outing of The 24 Karat Club 
of The City of New York was held as pre- 
viously at the country home of the New 
York Athletic Club, on Travers Island. The 
entire day of June 9 was filled with wea- 
ther of such quality as to inspire the some 
89 members and their guests to their best 
athletic performances. Horseshoe pitching, 
“golf,” and baseball (?) broke out in full 
contest in their respective areas, and de- 
veloped the appetites of the performers so 
they were in a position to do full justice 
to an elaborate sea-food luncheon, served 
on the veranda overlooking Long Island 
Sound. 

The picture on the right shows members 
of the Outing Committee, whose reward lay 
in the pleasure of those who enjoyed the 
fun and sun packed day which the five had 
provided. 
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Left to right are: Herbert L. Gardner, 
L. & M. Kahn & Co.; Jerome T. Agate, 
Cyma Watch Co.; Charles H. Church, 
Church & Co.; Carl van Dam, Carl van 
Dam, Inc., and Robert W. Schick of Harry 
C. Schick, Inc. 





Longines-Wittnauer Sales Force 
Conducts Mid-Year Meetings 


Irving Abel, vice president of the 
Longines-Wittnauer Watch Co., recently 
conducted regional, mid-year meetings of 
the sales force in New York, Chicago and 
Los Angeles. Each group was given a 
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preview of the new Longines and Wittnauer 
lines for fall and Christmas. 

Announcement was made at each meeting 
of Longines-Wittnauer’s extensive national 
advertising campaign. This advertising will 
continue to support Longines-Wittnauer 
jeweler agencies throughout the fall and 
Christmas season. 




















More Than 200 Attend 
WMDA's Seventh Meeting 


The seventh annual meeting of the Watch 
Material Distributors Association of Amer- 
ica was held at the Ritz-Carlton Hotel in 
Atlantic City, June 8th and 9th. The meet- 
ing was an outstanding success, as some 230 
members and guests were in attendance. 

President Eugene Swigart, E. & J. Swigart 
Co., presided at the four business sessions 
during the two-day meeting. The Monday 
afternoon session featured discussions of 
vital interest to the industry. The topics 
included were, “Competition with the Ped- 
dier,” “Physical Inventory Taking and In- 
ventory Control,” “Mail Order Solicitation 
and Mailing Pieces,” etc. 

On Tuesday morning, representatives from 
three leading watch manufacturers spoke 
on the subjects, “Future Trends in the 
Watch Making Industry,” Stanley Simon, 
Bulova Watch Co.; “The Promotional Im- 
portance of the Repair Department to Re- 
tail Jeweler,” Henry Dorff, Gruen Watch 
Co.; and “Merchandising the Repair De- 
partment,” W. D. Evans, Elgin Watch Co. 
Mr. Evans, general sales manager for El- 


EUGENE J. 
SOBEL 
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gin National Watch Co., told the WMDA 
that industry, with its new emplhiasis on 
fabricating electronic miracles in miniature 
size, is just beginning to catch up with what 
the watchmaker has been doing for hun- 
dreds of years. He pointed out that much 
of the world’s technical progress is trace- 
able to men who pursued watchmaking 
either by vocation or necessity, ranging all 
the way from Galileo to Henry Ford. 

The only subject scheduled for the Tues- 
day afternoon, June 9th, session was a 
discussion of the proposed Universal Swiss 
Catalog. Paul Tschudin of The Watchmak- 
ers of Switzerland Information Center, Inc., 
reviewed the results of a questionnaire on 
this subject. 

At the final session Tuesday 
there was an election of officers and di- 
rectors. Eugene J. Sobel, Eugene Sobel Co., 
Washington D. C., was elected president; 
J. Speed Reid, Burton M. Reid Sons, Inc., 
and E. L. Endman, Pacific Jewelers Sup- 
ply Co., were elected vice presidents, and 
James O. Trader, James O. Trader, Inc., 
was elected treasurer. Members of the board 
of directors are Pierre Borel, A. C. Carter 
and Leonard J. Priore. Past President Eu- 
gene Swigart became a member of the ad- 
visory board. 

It was decided that next year’s meeting 
will be held in Chicago in June. 


evening 
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Jewelry Fair Exhibitors 
(From page 83) 


Helbros Watch Co., Inc. 

ExH Booths 81-82 
Heller, L., & Son, Inc...ExH Booths 38-39 
Henfield, Mack & Sons, Inc...Room 613 
Herscovitz, Sam Co., Inc..ExH Booth 42 
er ExH Booth 21 
Howard Ring Co. ...... GBR Booth 304 


Illinois Watch Case Co. 
ExH Booths 66-67-86-87, Rooms 505-507 
Imperial Pearl Syndicate 

ExH Booths 90-107 
Ingraham, Co., The, E. 

ExH Booths 96-97 
International Silver Co. 


West Ballroom, PDRs 8-9-10 (3rd Floor) 





J 


Jackson Vitrified China Co. 
GBR Booth 279 
Jacques Kreisler Mfg. Corp. 
ExH Booths 110-111, Rooms 505A-507A 
Jewelers Acceptance Corp. 
Participation Suite 


Jewelers’ Circular-Keystone, The, 
ExH Booth 64 


Jewels by Bogoff ...... ExH Booth 19 
Jewels by Zira ........ GBR Booth 246 
K 
Kagan, J. J. & Co.......GBR Booth 305 


Kahn, L. & M., Co... .Participation Suite 
Karpeles Rosary Co. Ltd..ExH Booth 23 
Katz, Frank M., Inc. 
GBR Booths 235-236 
Keystone Silver, Inc. .......Room 509 
Kingsley Stamping Machine Co. 
ExH Booth 49 








1132/51 
1132/51L 
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Knapp, Alice...ExH Annex B 
Korn, William & Co. a 
ExH Booths 1-2-3.4.169. 
Kramer Jewelry Co. an 
ExH Booth 154, Ro 502. 
Kushner & Pines, Inc. .... ey 


L 


Lampl, Walter, Inc. ....ExH Boo 
Landau, Max & Co., Inc.... ‘bean ee 
Lasko Metal Products, Inc. 
GBR Bo 
Leading Jewelry Mfg. Co., The ae 
GBR Booth 240, Room 656 
Lehman Bros., Silverware Corp. 
ExH Booths 123.124 
Lieber & Lerner .............Room 607 
Life Magazine .........ExH Booth 147 
Lifton, Harold Co., Inc. 
GBR Booths 242.243 
Linde Air Products Co. 
ExH Booths 140-14] 
L.M.D. Jewelry Mfg. Co...ExH Booth 53 
Lohengrin Ring Co., Inc. 
Participation Suite 
Longines-Wittnauer Watch Co., Inc. 
DeLuxe Participation Suite 1005 
Lovebright Diamond Co., Inc. 
Participation Suite 
Luckoff & Wayburn, Inc...ExH Booth 55 
Luria, L., & Son, Inc. 
ExH Booth 78, South Ballroom (3rd FI.) 


Manhattan Novelty Corp..ExH Booth 77 
Manheimer Watch Co....ExH Booth 94 
Manning Watch & Jewelry Co.. Room 609 
Marathon Co. ....... Rooms 622A-623A 
Marhill Co., Inc., The....ExH Booth 43 
Mautner Co., Inc., The. .ExH Booth 16-17 
Meeker Co., Inc., The.ExH Booths 12-13 
Mele Mfg. Co., Inc.....GBR Booth 276 
Merchandise Selectors, Inc. 

ExH Annex Booth 184A 
Metro Jewelry Service..GBR Booth 224 
Milglo Jewelry Mfg. Co. 

ExH Annex Booth 186A 
Minnesota Mining & Mfg. Co. 

ExH Annex Booths 164A-165A 

Monarch Watch Co., Inc... ExH Booth 73 
Motorola, Inc. ..........ExH Booth 144 


Ye 
Napier Co., The............Room 504A 
National Potteries 
ExH Annex Booth 189A 
National Silver Co..........Room 537A 
New Hermes Engraving Machine Corp. 
GBR Booth 310 


Oo 


O’Learys, Inc., The .....ExH Booth 150 
Ollendorff Watch Co. 
ExH Booths 92-93-104-105 

Oneida Community, Ltd. 

ExH Annex Booths 162A-163A-179A 
Oneida Ltd. 

ExH Annex Booths 162A-163A-179A- 

180A-181A-182A-183A-196A-197A 


P 


Pakula & Co. .......Rooms 556A-557A 


Paramount Wedding Ring Co. 
Room 601-602 


Parker-Allen Industries 


GBR Booth 222 
Parker Pen Co., The.....ExH Booth 41 
Paro Industries ........GBR Booth 280 


Pennino Brothers, Inc.......Room 532A 
Pereline Mfg. Co., Inc...ExH Booth ll 
Phillips-Buttrick, Inc. ....ExH Booth 65 
Plainville Stock Co...........Room 612 
Polishook, K. & Son Corp. 

GBR Booth 307 
Prince Gardner .........ExH Booth 35 
Prism-Lite Diamonds. Rooms 610A-611A 
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Reich, M. ery ExH Booth 57 
Remington Rand, Inc. (Dealer Sales 
SS ere ExH Booth 134 
Remington Rand, Inc. (Shaver Di- 
vision) ExH Booth 158-159 
Renoir of California, Inc.. .ExH Booth 50 


Richie Premium Corp. 

GBR Booths 277-278 
Robbin Products. ExH Annex Booth 184A 
1881 (R) Rogers (R) 

ExH Annex Booths 180A-181A-182A 
Roman Silversmiths, Inc..GBR Booth 229 
Ronson Art Metal Works, Inc. 

ExH Booths 125-126-127 
Robbins, J. W., Co..GBR Booths 244-245 

Rosenthal, Herbert Jewelry Corp. 
Rooms 610-611 

Roth Bros., Jewelry Corp. 

GBR Booth 225 
Rothman, Chas., Co.....ExH Booth 155 
Ruvelson, Phil G., Inc...GBR Booth 239 


Ss 


Sarkin, David, Inc. ...... ExH Booth 37 
Savoy Watch Co., Inc........ Room 600 
Saxton, Inc. ....ExH Annex Booth 195A 
Scheffres, Bob, Company, Inc. 
ExH Booth 56 
Schein, Louis, Co. ........... Room 657 
Ce rr GBR Booth 228 
Schless Harwood Co., Inc. 
Rooms 610A-611A 
Schwarez, Adolf, & Son, Inc. 


ExH Booth 9 
Sebel, W. F., & Co....ExH Booth 114 
re i TS ce wawda GBR Booth 271 
Semca Clock Co. ...... ExH Booth “A” 


Seth Thomas Clocks 
ExH Booths 131-132-133 
Sheaffer, W. A., Pen Co...Exh Booth 136 
Shiman Brothers & Co., Inc. 
Rooms 500-501A 
Shriro Watch Co. ....ExH Booths 62-63 
Silvercraft Co., Inc...... ExH Booth 48 
Silverman Sales Enterprises..Room 609 
Skalet Mfg. Co. ............ Room 513 
Sloan, Albert E., Inc. 
GBR Booths 265-266 
Sonora Radio & Television Corp. 
ExH Booth 18 
Sparton Radio-Television 
ExH Annex Booth 177A 
Speidel Corp. 

ExH Booths 79-80, Rooms 556-557 
Spreckman, Hy, & Co. ...ExH Booth 54 
Stetson China Co...GBR Booths 241-254 
Supreme Products, Inc. .GBR Booth 230 
Sussman, H. E., & Co..GBR Booth “BB” 
Syndicate Diamonds, Inc. 

Participation Suite 


U-V—W 


United China & Glass Co. 
GBR Booths 281-282 
Vacheron & Constantin-Lecoultre 
Watches, Inc. 
Participation Suite 1000-01 
Van Schyndle, Inc. ...... ExH Booth 99 
Volupte, Inc. ....... ExH Booths 44-61 
Waddell Co., Inc., The..GBR Booth 269 
Wadsworth Watch Case Co. 
Skyway Suite 2320 (23rd FI.) 
Wakmann Watch Co. ..ExH Booth 153 
Waltham Watch Co. ..ExH Booths 70-83 
Warner Jewelry Case Co., Inc. 
ExH Booths 102-103 
Watchmakers of Switzerland 
ExH Booths 88-89-108-109 
Weissman Watch Co. ..ExH Booth 148 
Westclox Division of General Time Corp. 
ExH Booths 137-138-139 
Wiesen-Hart Incorp. ..GBR Booth 247 
Wiesner, Joseph, Inc. 
GBR Booths 301-302-303 
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Wiesner of Miami, Inc. 
GBR Booths 301-302-303 
Wilton Merchandise Co., Inc. 
GBR Booth 238 
Winton Watch Co............ Room 512 
Wood, J. R., & Sons, Inc. 
Participation Suite 
Woods, Patrick ....ExH Booth “A’”-65 
Wyler Watch Agency, Inc...Room 602A 





Head of Diamond Group 
Sees Good Business Ahead 


Sales and import figures forecast another 
good year for diamonds, Wallace W. Har- 
wood, president of the Diamond Manufac- 
turers & Importers Association, stated re- 
cently. He made the statement at the 








opening of the association’s new head- 
quarters at 342 Madison Ave., New York. 

According to Mr. Harwood, the world 
sales of rough gem diamonds in the first 
quarter of 1953 totaled more than 1145 
million, which is a higher rate than that 
in either of the record years of 1951 and 
1952. These sales were reflected in United 
States imports valued at $31,219,892 for 
the first quarter of 1953 as against $25,- 
333.875 in the same period a year ago. 

Pointing out that the biggest retail sales 
of diamond jewelry are made in the fall, 
Mr. Harwood called the first quarter im- 
ports an emphatic prediction by cutters 
and wholesalers of good business for the 
year.. He said that prices have remained 
steady even during periods when sales were 
slow at the wholesale level. 
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ALL STAINLESS STEEL 
RETAIL $112.50 
FED. TAX 22.50 


K' 7 Py toh 0) 


it’S LIKE PUTTING SALES 





14 KT. GOLD TOP 
RETAIL $135.00 
FED. TAX 27.00 


S7O2.00 


@ |INCABLOC-INCASTAR 

@ SELF-WINDING 

@ WATER RESISTANT 
ADJUSTED 10 5 POSITIONS 





RIGHT IN YOUR HAND! 





RODANIA—the self-winding watch with the 25-jewel movement that every 
watch buyer easily recognizes as extra value, extra quality—has greatly expanded 
its advertising campaign in LIFE Magazine for 1953. More customers than ever 
before will be asking you for RODANIA. Place your order with your whole- 
saler today to secure those extra sales created by RODANIA’S outstanding 


sales-appeal and advertising. 


All watches produced at the RODANIA factory in Switzerland — Sold threegh Wholesalers Only ! 


RODANIA WATCH COMPANY, INC. ¢ 745 FIFTH AVE., NEW YORK 22 « 


Telephone Plaza 9-6345 
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New Swiss Watch Fashions 
Link Beauty and Utility 


The newest creations of Switzerland’s 
famed watchmakers were unveiled recently 
at the annual Swiss Watch Fair at Basel 
before buyers and editors from _ sixty 
countries. 

The Fair this year showed added em- 
phasis toward combining the useful with 
the decorative, linking the artistry of 
Switzerland’s watch stylists with the 
craftsmanship of its horological engineers. 

Leading example of this was in the field 
of automatics. The self-winding watch, 
for both men and women, has long proved 





itself the ultimate in timepieces. But prior 
to this year, automatics had largely been 
restricted to the fields of sports and heavy 
duty—models that were usually shock-pro- 
tected and water-resistant. This year, for 
the first time, automatics burst into the 
spotlight as women’s cocktail and evening 
watches. Men’s automatics have also be- 
come dressier, thanks to the development 
of thinner movements. 

More enameled dials were shown this 
year than ever before. Some _ illustrated 
polo, golf or tennis scenes, as a gift idea 
for devotees of these sports. Others showed 
national emblems, stellar constellations 
and abstractions. 

Vari-colored precious stones were lav- 
ishly used in women’s evening watches. 
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MEEKER’S 
got the 


Merchandise! 





“For Instance, 
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Patented 





the Famous. , 








. : it Holds Wars. cee 
~ >. _ | Folds Hatter. os “ 
‘Sells Faster!” : 





Because of its expanding gusset construc-: 
tion across the bottom, (see illustration at 
left), the MEEKER 340, even 
when stuffed full of currency, 
checks, etc. folds flat—neat 
—streamlined. 


The 
MEEKER 
340 Billfold is smartly fashioned of one 
large piece of genuine leather (instead of 
several small pieces), which assures longer, 
better wear. Has secret pocket, for bills of 
large denomination. It is made in an 
assortment of rich, fine leathers. 


The Removable, Leather- 
Covered Pass Case of the 
MEEKER 340 (see illus- 
tration at right), holds 8 
cards, snapshots, etc. Can 
also be carried separately. 


Stock and Push the MEEKER 340 
It’s a Tried-and-Proved Money-Maker 





MgebKER 
Fine Leather Goods 


THE MEEKER COMPANY e¢ Joplin, Mo. © New York: 347 Fifth Ave. 
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Many elaborate pieces had clusters of 
diamonds, interset with rubies and emer. 
alds, giving the effect of a burst of fire. 
works. These stones also appeared as 
numerals on many of the dials. 

Square watches made a strong come. 
back this year, for both men and women. 
In many, the numerals were on the rim, 
either as numbers or wedges, instead of 


on the dial. 





Animated dials attracted widespread atten- 
tion at the Swiss Watch Fair in Basel. The 
dial consists of two transparent disks, each 
carrying a colored design. The disks rotate 
at different speeds, causing a meshing of 
designs into a constantly moving pattern of 
lines and colors. Case is gold, with nu- 
merals on the rim. 





Flex-Let Dealers in 45 States 
Sign Fair Trade Agreements 


Dealer fair trade contracts have been 
negotiated by the Flex-Let Corporation in 
the 45 states which have laws regulating 
fair trade within their borders. 

According to Jules Hochman, vice presi- 
dent in charge of sales, Flex-Let began 
negotiations on dealer fair trade agree- 
ments last July 14th following enactment 
of the McGuire Bill. This law restored 
to former effectiveness the price-fixing 
authority of fair trade laws of 45 states 
and all contracts under those laws. 





Appointed 
V.P. of 
Camfield 
Mfg. Co. 


ELMER C. 
DVORAK 





L. V. Meyering, president of the Camfield 
Mfg. Co., Grand Haven, Mich., announced 
recently the appointment of Elmer ©. 
Dvorak as vice president in charge of 
sales. He succeeds the late Al Sanger. 

Mr. Dvorak was formerly associated with 
the Rival Mfg. Co, where he was assistant 
to the president. 

Camfield Mfg. Co. markets automatic 
toasters and coffee-makers and is expand- 
ing its line with new products to be an- 
nounced soon. 
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New Executive Appointments 
Announced by A.S.R. Corp. 


The election of Sidney Weil as president 
of the American Safety Razor Corporation 
was announced recently by Milton Dam- 
mann, chairman of the board. He succeeds 
J. B. de Mesquita, who was named chair- 
man of the executive committee. 

Mr. Weil joined A.S.R. in 1926 as export 
department manager. After filling several 
executive posts, he was elected vice presi- 
dent in charge of sales in 1943. Subse- 
quently, in 1949, he was elected executive 
vice president and a member of the board 
of directors. 








WESLEY A. SIDNEY 


SONGER WEIL 
Named Exec. Elected 

V. P. and President 

a Director of A.S.R. 


Named as executive vice president, the 
post previously occupied by Mr. Weil, was 
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Wesley A. Songer. Mr. Songer joined the 
corporation in November, 1952, with the 
title of vice president and general manager 
of operations. 





LeCoultre Salesmen Attend 
Regional Sales Meetings 


Members of the sales force of the 
Vacheron & Constantin-LeCoultre division 
of Longines-Wittnauer assembled for re- 
gional, mid-year meetings recently in New 
York, Chicago and Los Angeles. The ses- 
sions were conducted by Everett Mayer, 
vice president, who also introduced the new 
fall line of LeCoultre watches and clocks. 

Plans for LeCoultre’s national advertis- 





ing campaign throughout the fall and 
Christmas season were revealed. 

One result of these meetings was that, 
henceforth, LeCoultre salesmen will place 
added emphasis on the sale and promotion 
of LeCoultre clocks. 


Certina President Visits U. S. 


Hans Kurth, president of the Certina 
Watch Factory, Grenchen, Switzerland, 
arrived in the United States recently for 
a business conference with Allen B. Gell- 
man, president of the Certina Watch divi- 
sion, Illinois Watch Case Co., Elgin, IIl. 

Before returning to Switzerland, Mr. 
Kurth planned to visit Montreal, Canada, 
and New York City. 
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Over 260 Firms to Show Varied Lines 
At ANRJA’s 48th Annual Convention 


More than 6000 retail jewelers from 
all parts of the country are expected to 
attend the 48th annual convention and 
trade show of the American National Re- 
tail Jewelers Association, according to 
Charles M. Isaac, executive vice president 
of the organization. Jewelry, watches, sil- 
verware and other lines of merchandise 
will be displayed by over 260 exhibitors 
at the five-day event which will be held 


August 9 through 13 at the Waldorf- 
Astoria in New York. 
“Representing the Retail Jewelers of 


America” is the theme of the convention, 








and the e:tire program of talks and dis- 
cussions by leaders of business and the 
jewelry industry will give retailers up-to- 
minute information that will be helpful 
in their business plans. 

Additional space in the Waldorf-Astoria 
was obtained, it was stated, in order to 
accommodate new exhibitors. Mr. Isaac 
said that the total number of exhibitors 
and participators greatly exceeds those of 
the 1952 trade show. 

Following is a list of firms that will 
be exhibiting at ANRJA’s 1953 trade 
show: 
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Illustrations enlarged to show detail. 


SEE LIEBER & LERNER AT ALL MAJOR SHOWS 


Atlanta, Ga. Peachtree Hotel, July 19-20-21-22. Chicago, Ill. Conrad 
Hilton Hotel, Room 607, July 26-27-28-29-30. New York, N. Y. Wal- 
dorf Astoria Hotel, Serf Room S-2, Aug. 9-10-11-12-13. 
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Aaron, Samuel, Inc.......... New York, N, y 


Accro Watch Co., Inc. ....... New York, N. Y. 
Adams, William, Inc.......... New York. N. Y. 
Adler, Albert, Co............ Philadelphia, Pa 
Sa cknenkstusssescennes Philadelphia, Pa, 
Aisenstein & Gordon......... Philadelphia, Pa. 


Aisenstein, Louis & Bros., Inc., 
New York, N, yY. 


DO) | Newark, N. J 
Altheimer & Baer, Inc............ Chicago Ill. 
Aiwa Pemris, TG... cccccccccccs New York, N. Y. 


American Import Corporation, 
New York, N. Y, 


American Safety Razor Co..... Brooklyn, N, Y 
American Thermo-Ware Co....New York, N. Y. 
I, Bas 8 tcc redsvecenss Providence, R. I. 
Apex Accessories Co., Inc.....Greenwich, Conn. 
Arbor Jewelry Co....... le ecee Providence, R. I. 
Art Paper Company......... New York, N. Y. 
A.S.R. Ascot Lighters........ Brooklyn, N. Y. 
Axel Brothers, Inc...... Long Island City, N. Y. 
ie Tie BODEN Gc ce ccecsees New York, N. Y. 
> ae De Se Gc cc ccccescces Providence, R. I. 
Babcock Box Co., Inc.......... Attleboro, Mass. 
Baden & Foss Company...... New York, N. Y 
Baker & Co., Inc..........000:. Newark, N. J. 
Ballou, B. A. & Co., Inc.....Providence, R. I. 
Ps. Hs scr ceeosassecsnt Chester, Conn. 
2 SF errr Te Chester, Conn. 
Benrus Watch Company...... New York, N. Y. 
Bloom, Roy M., Inc..... eteoeee New York, N. Y, 
Blumstein, A., Inc..... vooenen New York, N. Y. 
Boardman, J. C., & Co....... New Haven, Conn. 
Bojar Company....... cnn wmtibe Providence, R. I. 
Boucher, Marcel & Company..New York, N. Y. 
Brawumetein, d., IMC...cccccess Philadelphia, Pa. 
Briddell, Chas. D., Inc...... Crisfield, Maryland 
Briggs Novelty Company........ Boston, Mass, 
Bristol Seamless Ring Co.....New York, N. Y. 
Brown & Gravenson, Inc.....New York, N. Y. 
Bruner-Ritter, Inc........... New York, N. Y. 
Buffalo Jewelry Case Co., Inc.. New York, N. Y. 
Bulova Watch Company....... New York, N. Y. 
Caplen Jewelry Display......... Buffalo, N. Y. 
Century Silver Company..... New York, N. Y. 
Certina E-A Watches............... Elgin, Il. 
China Overseas...... petRadOS New York, N. Y 
ES Per ere eT ere. Newark, N. J 
Cini, Guglielmo, Inc............. Boston, Mass. 
Cohen, A., & Sons Corp....... New York, N. Y. 
Colonial Mfg. Co., Inc........ New York, N. Y. 
Columbia Tru-Fit Diamond Rings, 
Long Island City, N. Y. 

Columbia Walescraft, Ltd.....New York, N. Y. 
Compass Instrument & Optical Co., Ince. 

New York, N. Y. 
Courtney, John J., & Co. ....New York, N. Y. 
Craft Watch & Jewelry Co....New York, N. Y. 
Cramer-Tobias-Meyer, Inc....New York, N. Y. 
Croton Watch Co., Inc........ New York, N. Y. 
Cuckoo Clock Mfg. Co., Inc...New York, N. Y. 
Cyma Watch Company....... New York, N. Y. 
Pr, Se... . .wcasecens New York, N. Y. 
Davidson & Sons Jewelry Co., Inc., 

New York, N. Y. 
Delaware Watch Co........... New York, N. Y. 
Delgard Watch Co........... New York, N. Y. 
Dennison Mfg. Co.......... Framingham, Mass. 


Dershowitz, L., & Co.........New York, N. Y. 
Dorset-Rex Products, Inc....New York, N. Y. 
Doxa Watch Agency......... New York, N. Y. 
Dunkirk Silversmiths.......... Meriden, Conn. 
Eastern Metal Products Co.....Tuckahoe, N. Y. 
Eleo Identification Bracelet Co., 

New York, N. Y. 
OCCT TTT e TTT Tee Elgin, Iil. 
Elgin National Watch Co.......... . Elgin, Ill. 
Empire State Glass Decorating Co. 

New York, N. Y. 


Engel, N., Company.......... New York, N. Y. 
Enicar Watches......... ~...-New York, N. Y. 
ee Ws 6 6 0606s s 00 0ees New York, N. Y. 
Evans Case Company...North Attleboro, Mass. 
Es ces ev enwes New York, N. Y. 
Fantasy of Jewels............ New York, N. Y. 
Feature Ring Co., Inc......... New York, N. Y. 
Feinstein, E. S. & Co.......... New York, N. Y. 


Firman Leather Goods Co.....New York, N. Y. 
Fisher Silversmiths, Inc., The. Jersey City, N. J. 


Flex-Let Corporation......... New York, N. Y 
ee TTT New York, N. Y. 
Forever Yours Ring Co.......... Buffalo, N. Y. 
Forman Family, Inc.......... Brooklyn, N. Y. 


Forstner Chain Corporation....Irvington, N. J. 
Foster Metal Products, Inc..... Attleboro, Mass. 
Frackman, Harry & Ben, Inc..New York, N. Y. 


Freed, Edwin, Inc............ New York, N. Y. 
Se ee Union, N. J. 
Glass, Leo & Co., Inc......... New York, N. Y. 
Gorham Company, The....... Providence, R. I. 
a EE eye ee Butler, Pa 
Gruen Watch Company, The..Cincinnati, Ohio 
Hamilton Watch Co............ Lancaster, Pa. 
a eee New York, N. Y 
Hartman Cutler Corp......... New York, N. Y 
Helbros Watch Company.....New York, N. Y 
Heller, L. & Son, Inc......... New York, N. Y. 
Heuer Watch Company....... New York, N. Y. 
Holzer Watch Co., Inc........ New York, N. Y. 
Hecnora Jewelry Co........... New York, N. Y 


Huye Space Saving Box System, Inc. 
New Orleans, La. 


Illinois Watch Case Co.............. Elgin, III. 
Imperial Lamp & Shade Co...Philadelphia, Pa. 
Imperial Pearl Syndicate..... New York, N. Y. 
Ingraham, E. Company......... Bristol, Conn. 
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International Cheat Givi 0s e6e New York, N. Y. 
International i TR. + 6 secon Meriden, Conn. 
Jabel Ring Mfe. Co... 2 eee eee Newark, N. J. 
Jackson Vitrified China Co....New York, N. Y. 
Jaffe, Isidore.....-- ye cecesece New York, N. Y. 
Jewelers Buyer's Guide........ New York, N. Y. 
Jewelers Circular-Keystone. . .New York, N. Y. 
Jewelry Industry Council..... New York, N. Y. 
Jewelry Magazine........... New York, N. Y. 
Jones & Woodland............. Newark, N. J. 
Kagan, J. J., & Co......... Los Angeles, Calif. 
L & M Kahn & Co........... New York, N. Y. 
Kalberman, J., & Co......... New York, N. Y. 
Kaplan, Lazare, & Sons, Inc..New York, N. Y. 
Karp, David & Co., ae New York, N. Y. 
Karpeles, Maurice J., Inc...... Providence, R. I. 
Karpeles Rosary Co.,........ Providence, R. I. 
Kaspar & Esh, Inc........... New York, N. Y. 
Kassoy, I., Inc........-.eesees New York, N. Y. 
Kaufman, Bert L., Co........ New York, N. Y. 
Kaufman, Jack L., Ine....... New York, N. Y. 
Kaycraft Co., Inc............ New York, N. Y. 
Keystone Silver Co., Inc...... New York, N. Y. 
Kimler & Daniel, Inc......... New York, N. Y 


Kingsley Stamping Machine Co., 
Hollywood, Calif. 


Kirk, Samuel & Son, Inc........ Baltimore, Md. 
Kirk’s Sheffield Cutlery....... New York, N. Y. 
Kocher, Walter, & Co........New York, N. Y. 
Korn, William, & Co............ Buffalo, N. Y. 
Kramer Jewelry Co........... New York, N. Y. 
Kreisler, Jacques, Mfg. Co..North Bergen, N. J. 
av + res Newark, N. J. 
L. M. D. Jewelry Mfg. Co....New York, N. Y. 
Lady Alice Pearls........... New York, N. Y. 
De, MD 4 06 6400644665 New York, N. Y. 
Lamp], Walter, Inc........... New York, N. Y. 
Lasner Jewelry Corporation. .New York, N. Y. 
Laszlo, S. E....... ee rE Brooklyn, N. Y. 
Leading Jewelry Mfg. Co...... New York, N. Y. 
eS. ee New York, N. Y. 


Lehman Bros. Silverware Corp., 


New York, N. Y. 


Lieber & Lerner Co., Promotional 


Diamond Rings............. New York, N. Y. 
Rr PN 6.6.0606:06040046 New York, N. Y. 
re Pi Te 60snseeeeeeeees Buffalo, N. Y 
Ramee. Ey GP Gceosesescsccenes Albany, N. Y. 
Re PNR s 6:4. 066060006460 New York, N. Y. 
Lifton, Harold, Co., Inc....... New York, N. Y. 
Lignum Vitae Products Corp..Jersey City, N. J. 
Linde Air Products Co........ New York, N. Y. 


Longines-Wittnauer Watch Co., Inc. 
New York, N. Y. 


Lovebright Diamond Co., Inc...New York, N. Y. 
Luria, L. & Son, Inc......... New York, N. Y. 
Manchester Silver Company..Providence, R. I. 


Manhattan Novelty Corp..... New York, N. Y. 
Manscope Optical Company...New York, N. Y. 
Marathon Company .......... Attleboro, Mass. 
ee WS Ms cc cca waees New York, N. Y. 
ee Ws en eneeewneeea Providence, R. I. 
Masin Watch Co.............. New York, N. Y. 
Mautner Company, The....... New York, N. Y. 
Maximillian Bonded Luggage.New York, N. Y. 
Medana Watch Company..... New York, N. Y. 
Mele Mfg. Co., Inc...... rere New York, N. Y. 


Mercury Ring Corporation....New York, N. Y. 
Mido Watch Company........ New York, N. Y. 
oe+eeeNew York, N. Y. 


Milglo Jewelry Mfg. Co.. 
Minnesota Mining & Mfg. Co...St. Paul, Minn. 
Miro Container Co............ New York, N. Y. 
Modern Onyx Mfg. Co., Inc....Brooklyn, N. Y. 


Monarch Watch Co., Inc.....New York, N. Y. 


Morel Jewelry Displays, Inc...New York, N. Y. 


Napier Company, The........ New York, N. Y. 
National Silver Company..... New York, N. Y. 
National Silver Deposit Ware Company, 
New York, N. Y. 
New England Mfg. Jlrs. & Silversmiths 
ee err Providence, R. I. 
New Hermes, Inc........ccescs New York, N. Y. 
Ollendorff Watch Co., Inc.....New York, N. Y. 
ES ree Oneida, N. Y. 
CUas COMNORT. 6c cccccccecess Providence, R. lI. 
Paper-Mate Eastern, Inc...... New York, N. Y. 
Parker Pen Company......... Janesville, Wis. 
Paulson, Henry, Company...... ..-Chicago, IIl. 
Pennino Bros., Inc............ New York, N. Y. 
Pereline Mfg. Co., Inc........ New York, N. Y. 
Perregaux, Paul, Watch Co...New York, N. Y. 
Phyllis Originals, Inc. ....... Providence, R. I. 
Piccard, Lucien, Watches..... New York, N. Y. 
Pik Manufacturing........... New York, N. Y. 
Plainville Stock Company...... Plainville, Mass. 


Polishook, K. & Son, Corp....New York, N. Y. 


Polumbaum, Richard, Co., Ine. 


New York, N. Y. 


Poole Silver Company...... ~-..launton, Mass. 
Reed & Barton....... (endteatar Taunton, Mass. 
Os Si i cc awweaas Buffalo, N. Y. 
Remington-Rand, int ce eit New York, N. Y. 
Rice, Irving W. & Co., Inc....New York, N. Y. 
Richie Premium Corp......... New York, N. Y. 
Roamer Watch Company...... New York, N. Y. 
Robbin Products........... Los Angeles, Calif. 
Robinson, Edward B......... New York, N. Y. 
Ronson Art Metal Works, Inc...Newark, N. J. 
ST Ms inden ee eenaree .»-New York, N. Y. 
Rothman, Charles, Company..Providence, R. I. 
Sabin, Alex & Sons, Inc...... New York, N. Y. 
St. Thomas, Inc........ ..---+Gloversville, N. Y. 
Sarkin, David, Inc............ New York, N. Y. 
Savoy Watch Co...........e.: New York, N. Y. 
Saxton, Eee ree W. Los Angeles, Calif. 
a ere .+-..-Stamford, Conn. 
Schiffman, M. W. & Co....... New York, N. Y. 
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Schless-Harwood Co., Inc.....New York, N. Y. | Telechron, Inc.................. Ashland, Mass. 
Schwarcz, Adolf & Son, Inc...New York, N. Y. Towle Mfg. Company...... Newburyport, Mass. 
(Delaware, Delgard, Paul Perragaux U. S. Jewelry Co., Inc........... Baltimore, Md. 
& Doxa Watches) U. S. Luggage & Leather Products Co. 
Scope Instrument Co......... New York, N. Y. New York, N. Y. 
a ” rer rerrerre New York, N. Y. United States Time Co........ New York, N. Y. 
Semea Clock Co., Inc.......... New York, N. Y. Vacheron & Constantin-Le Coultre Watches, 
Semca Watch Corporation....New York, N. Y. a rey ee New York, N. Y. 
Seth Thomas Clocks......... Thomaston, Conn. Van Dugteren, A. J. & Sons, Inc. 
Sheaffer, W. A., Pen Co.....Fort Madison, Iowa New York, N. Y. 
Sheridan Silver Co...........-. Taunton, Mass. We. Tk cheese ceauaeeds New York, N. Y. 
Shiman Bros., & Co., Inc.....New York, N. Y. Wallace, R. & Sons Mfg. Co. 
Shriro Watch, Ine............2 Jew York, N. Y. Wallingford, Conn. 
Silver City Glass Co............Meriden, Conn. Waltham Watch Company..... Waltham, Mass. 
Simmons, R. F., Co..... ceaees Attleboro, Mass. Watchmakers of Switzerland. .New York, N. Y. 
a re New York, N. Y. Wefferling, Berry & Co.........Newark, N. J. 
Sloan, Albert E., Inc.............. Chicago, Ill. | Weissman Watch Co.......... New York, N. Y. 
Solow, Harold, & Co.......... New York, N. Y¥. | White Rose Jewelry Mfg. Co., Ine. 
Solow Watch Co............. New York, N. Y. | New York, N. Y. 
Speidel Corporation..... ...-Providence, R. I. | Whiting, Frank M. Co., Division of the 
Stetson Chima Co., lnc.......ccce Lincoln, Ill. | Ellmore Silver Co., Inc....... Meriden, Conn. 
Stieff Company, The............ Baltimore, Md. | Wiesner, Joseph, Inc.......... New York, N. Y. 
DE ere ere Newark, N. J. Wilson Specialties Co., Inc...... Brooklyn, N. Y. 
Surnamer, S. J., Inc......... New York, N. Y. Wilton Merchandise Co....... New York, N. Y. 
I: cnn ceceeuesonawe New York, N. Y. ll Ee New York, N. Y. 
Swift & Anderson, Inc........... Boston, Mass. Winston, Harry, Imnc.......... New York, N. Y. 
Tanenbaum, B. & Co., Inc........ Buffalo, N. Y. Winton Watch Co., Inc........ New York, N. Y. 
Tanz, Phillip, Company, The..New York, N. Y. Wood, J. R., & Sons, Inc...... New York, N. Y. 
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Elgin Forms Department 
To Push Diversification 


A commercial development department 
has been created by Elgin National Watch 
Co. as the first step in a long-range pro- 
gram aimed at further diversifying its 
manufacturing and sales operations. 

J. G. Shennan, president, said the de- 
partment will be headed by Gordon Odell, 
formerly general foreman of the company’s 
ordnance division, who will supervise ex- 
haustive studies aimed at selecting new 
business fields which Elgin might explore 
advantageously. 

Shennan said the company determined 
to intensify its diversification program late 





in 1952, after President Truman rejected 
the Tariff Commission’s recommendation 
for an increase in duties on Swiss watches. 

The diversification program was actually 
started in 1950 when Elgin began inte- 
grating its jeweled watch production by 
acquiring Wadsworth Watch Case Co. of 
Dayton, Ky., as a source of supply for 
watch cases. The following year Elgin 
purchased the Hadley Co., Inc., Provi- 
dence, R. I., manufacturers of watch at- 
tachments. The list of products was also 
expanded to include a line of lower-priced 
watches under the Wadsworth name, to- 
gether with metal watch attachments and 
men’s jewelry by Hadley. 

Elgin also makes industrial diamond 
abrasives under the “Dymo” trade-mark 
and its Wadsworth subsidiary has a divi- 
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sion specializing in decorative nameplates 

for automobiles and home appliances. 
In discussing the formation of the new 

department, Shennan’ emphasized that 


GORDON ODELL 


Named 
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ew Commercial! 
Development 
Department 





Elgin’s diversification is still in the ex. 
ploratory state. He added that there jis 
no intention of diminishing the importance 
of Elgin’s watch business. 





Felch & Co. to Double Size 
Of Providence Factory 


A 100 per cent expansion of its Provi- 
dence, R. I., plant has been inaugurated 
by Felch & Co., manufacturers of sterling 
silver jewelry since 1936. 

When James P. Felch and Victor Prima- 
vera started the company, they and their 
wives comprised two-thirds of the original 
staff of six workers. At that time the firm 
occupied a 1000 square foot factory. In 
four years the plant was outgrown and a 
building at the present Jocation—25 Bucklin 
St.—was purchased. An addition to it was 
built in 1943 to take care of war orders. 

Today all of its space is taken up with 
the company’s civilian production and more 
room is needed. Land for the new addition 
has been purchased and work started on 
the enlarged factory. It will raise plant 
space from 7000 to nearly 14,000 square 
feet. 

Construction work will be completed in 
three months. The present force of 55 
workers will be enlarged by about 25 
persons for normal operations when the 
work is finished. The larger plant will 
accommodate the 100 to 125 workers it is 
estimated will be necessary in the busy 
seasons. 

Maker of the Danecraft line, Felch & Co. 
has recently added a line of sterling silver 
jewelry for men and gold filled items for 
the ladies. 

A new showroom in New York City was 
formally opened June 4 at 366 Fifth Ave. 





Spriggs Joins |. Stern & Co. 


I. Stern & Co., Inc., announced recently 
that G. Russell Spriggs has joined the firm 
as assistant to the president, H. James 
Stern. Mr. Spriggs was formerly assistant 
treasurer of the Metals & Controls Corp., 
Attleboro, Mass. 

The I. Stern Company, manufacturers 
of gold filled and rolled gold plate ma- 
terials, was located in New York City until 
1950 when it moved to its own building 
in Mt. Vernon, N. Y. Other materials 


manufactured include karat golds and 
solders for the jewelry and_ industrial 
trades. 
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Engelhard Industries Open 
Pacific Coast Division 


Charles W. Engelhard, president of Baker 
& Co., Inc., and of the other companies in 
the Engelhard Industries Group, announced 
June 15 the establishment of a Pacific 
Division with headquarters in San Fran- 
cisco and an office in Los Angeles. The 
new unit was formed, he said, to coordinate 
and expand the sales and service activities 
of the seven companies in the Engelhard 
group. 

Baker & Co., refiners and distributors 
of precious metals, has maintained a San 
Francisco office for more than a quarter 
century. With this and another firm as the 
nucleus. the Pacific Division will be ex- 
panded to include five other companies in 
the Engelhard group. 


THOMAS G. 
FERRUGGIA 


Heads New 
Engelhard Unit 





Included among these are the American 
Platinum Works, manufacturers of silver 
in all forms for industry and the arts, as 
well as refiners of the platinum metals; 
Irvington Smelting & Refining Co., gold 
refiners and manufacturers of copper 
sulphate, and the D. E. Makepeace Co. 
Division of Union Plate & Wire Co., manu- 
facturers of rolled gold and gold filled 
products for the jewelry and optical in- 
dustries. 

Thomas G. Ferruggia, who has_ been 
appointed general manager of the new 
division, will make his headquarters at 
760 Market St., San Francisco; and Wil- 
liam Schmidt, Jr., will be in charge of 
an office at 1111 Wilshire Boulevard, Los 
Angeles. 


—_— 


IDA Convenes in Chicago, 
Elects Mullins President 


One-hundred-fifteen persons attended the 
annual convention of the Industrial Dia- 
mond Association of America which was 
held May 25 to 27 at the Edgewater Beach 
Hotel, Chicago, III. 

Elected as president of the association 
for the ensuing year was William F. 
Mullins (Werdiger & Mullins Co.), New 
York. who succeeds Harold E. Robison 
(Wheel Trueing Tool Co.), Detroit. 

Others elected were: Piet Smit (J. K. 
Smit & Sons, Inc.), Murray Hill, N. J., 
first vice president, and Walter J. Mein- 
hardt (Meinhardt Diamond Tool Co.), 
Chicago, was elected second vice president. 

Named as directors for two years were 


Harold E. Robison: David Reider (Ajax 
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Industrial Supplies, Inc.), Ft. Wayne, 
Ind.; Willard L. Huber (Diamond Tool 
Research Co.), New York, and Jan 
Taeyaerts (Precision Diamond Tool Co.), 
Elgin, III. 

The remainder of the board is com- 
posed of the following who still have 
unexpired terms to serve: John N. Carter 
(Carter Diamond Tool Co.), Cleveland; 
Stephen W. Hofman (Diamond _Distrib- 
utors, Inc.), New York; James A. Ross 
(Sprague & Henwood, Inc.), Scranton, Pa., 
and Walter G. Schwartz (Craine-Schwartz 
Tool Co.), Detroit. 

During the convention 20 committees 
were reorganized, and reports were made 
of exceptionally good progress in the field 
of association usefulness to industry at 
large. 

Shown for the first time at the conven- 





tion was a new publication produced by 
the association under its Public Relations 
Committee titled “The Diamond That Pays 
for Itself.” Those desiring a copy may 
obtain one by writing Athos D. Leveridge, 
Industrial Diamond Association of Amer- 
ica, 124 East 40th St.. New York 16, N. Y. 





N. Y. Costume Jewelry Mfrs. 
To Hold Semi-Annual Shows 


The Costume Jewelry Manufacturers 
Association of New York announced re- 
cently its decision to conduct showings for 
wholesalers semi-annually. The recent asso- 
ciation-sponsored showing, first of its kind 
to be conducted in New York, was held at 
the Hotel Martinique on May 10 to 24 for 
wholesalers from coast-to-coast. 
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— ™ Wh Kets 


set with our fine 17-jewel watch 


. . . permanently inserted 





B. TINY TIME 3653. Available 
in Pin Seal and Pigskin with at- 
tractive gold filled corners and 
hinge. Fitted with card compart- 
ment and money clip. Te retail 
for *$29.50 Keystone. 


Each wallet permanently fitted 
with our fine 17-jewel gold plated 
watch with stainless steel back 
and unbreakable crystal. Guar- 
anteed for one year. 


*Plus Federal Tax. 








17 West 57th St. 


WALTER KOCHER & CO. 


A. TINY TIME #787. Assorted 
colors in Calf or Cobra with 
smart gold filled ends and hinge. 
Fitted with card compartment, 
money clip, and coin pocket. To 
retail for *$33.00 Keystone. 


C. POCKET TIME 7426. Avail- 
able in English Morocco and Pig- 
skin. Pocket secretary fitted with 
four compartments and card car- 
rier. To retail for *$33.00 Key- 
stone. 





New York 19, N. Y. 


Plaza 9-7810 
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Fava Succeeds Schoppy 
As President of N. J. RJA 


Ralph M. Fava of Paterson was elected 
president of the New Jersey Retail Jewelers 
Association at the 44th annual convention 
of that group held May 16 to 18 at the 
Hotel Claridge, Atlantic City. William 
Schoppy, retiring president, was named 
associate to the president, a newly-created 
post. 

Other officers elected were: L. J. Rad, 
West New York, first vice president; 
Bertrond Weber, Ridgewood, second vice 
president ; 


secretary. 
Named to the board of trustees were: 


Henry C. Gelula, Atlantic City, 


treasurer, and David Lebson, Englewood, 





William Schoppy as chairman; Louis 
Haimann, Morristown; Joseph Imbelloni, 
West New York; Louis Rosenstein, Sum- 
mit; Edward Geiger, Jersey City; Robert 
Marcus, Rutherford, and David Lebson. 

Among speakers who addressed conven- 
ton sessions were John McManemin, field 
merchandising coordinator for the Watch- 
makers of Switzerland, who delivered an 
interesting talk on “What Can be Done 
About Discount Watch Sales”; Mrs. Gladys 
Babson Hannaford, N. W. Ayer & Son, 
Inc., who chose “Diamonds” as her topic; 
and Samuel Zickerman, supervisor of dealer 
trade activities for the Gruen Watch Co., 
who discussed “Merchandising for the 
Jeweler.” 

Several cocktail parties, a banquet and 




















New Camfield Coffee Maker 


Op 





Makes Two \ 
To Six Cups \ 
Automatically! 


Brand new, all new, different, 
smart! Camfield presents an 
automatic coffee maker that 
brews as few as two cups, as 
many as six. It opens an entirely 
new market for you—families 
where only two or three people 
drink coffee, brides, bachelors. 
With a highly polished stainless 





ens New Market For Jewelers! 


Pen 


steel finish, this new Camfield 
Automatic displays beautifully. 
Note the sleek, swan-like spout. 
Like the famous Camfield four- 
to-ten cup coffee maker, it’s 
completely automatic. Profit- 
ably retails at $24.95. Write for 
full details today, mentioning 
name of your distributor. 





CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICHIGAN 
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luncheon with floor show and entertain. 
ment and hundreds of door prizes featured 
social activities of the convention. Approxi- 
mately 100 were in attendance. 


Halley is Guest Speaker 
At N. Y. Jewelers Meeting 


New York City’s transit situation was 
discussed in detail by Rudolph Halley, 
president of the City Council, when he 
appeared as guest speaker at the May 28th 
meeting of the New York Jewelers Benevo. 
lent Association. His talk was enthusias. 
tically received by the large turnout that 
attended the gathering. 

As a token of its esteem, the association 
presented Mr. Halley with a suitably in 
scribed fountain pen. 

Adolph Pusrin, president of the organiza- 
tion, presided at the meeting. Members 
approved contributions of $450 to four 
charitable organizations. These are in addi- 
tion to other contributions pledged for 1953. 





Jacoby Visits South America 
To Study Economic Conditions 


Max Jacoby, president of Jacoby-Bender, 
Inc., manufacturers of J-B  watchbands, 
returned to New York recently after a 
three-week trip to some of ,the important 
South American cities. He visited Rio de 
Janeiro, Sao Paulo, Buenos Aires and 


Montevideo. 


MAX JACOBY 


President of 
Jacoby-Bender, 
Inc. 





The trip was made for the sole purpose 
of studying economic conditions in Brazil, 
Argentina, Uraguay and Venezuela which 
are among the counties where J-B does a 
considerable part of its export business. 

Mr. Jacoby reports that the outlook for 
the second half of 1953, as far as exports 
to South America are concerned, looks 
quite good and he expects J-B business 
there to continue on an even keel. 

While in Brazil and Argentina he closed 
contracts for a considerable volume of 
newspaper, magazine and television adver- 
tising. 


Kramer Appoints Henry Ash 


Louis Kramer, president of Kramer 
Jewelry Co., announced recently the ap- 
pointment of Henry A. Ash as sales director 
of the firm’s Christian Dior jewelry pro- 
gram. In addition, Mr. Ash will cover 
New York City, Philadelphia, Baltimore, 
and Washington, D. C. 

Mr. Ash served previously as Southern 
regional sales manager for Kramer. Prior 
to that he acted as New England regional 
manager for the firm. 
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ay NEWYORK 


¢ Sixteen students graduated in June from 
watchmaking classes at the George West- 
inghouse Vocational High School, Brook- 
lyn, N. Y. Many of the graduates had 
passed the Certified Watchmaker examin- 
ations given by the Horological Institute 
of America, and practically all had re- 
ceived promises of employment. Senior 
instructor at the school is Henry B. Fried, 
executive secretary of the Horological So- 
ciety of New York and regional vice 
president of the HIA. 

q Max S. Stein resigned May 26 as secre- 
tary of William B. Ogush, Inc., manufac- 
turing jewelers at 33 West 60th St., New 
York. He has joined Deutsch & Marks, 
Inc.. 15 Maiden Lane, as secretary-treas- 
urer. 

q A move to new and larger quarters at 
71 Nassau St., New York, was made re- 
cently by Interstate Watch Co., which was 
formerly located at 80 Nassau St. In 
addition to a larger stockroom at their 
new premises, the firm has greatly in- 
creased its showroom space and added 
sterling and silverplated hollowware and 
flatware to its line. 

q Albert Altesman and Joseph H. Frier, 
Jr., have been admitted as members of the 
law firm of Goldman & Frier, 7 Dey St., 
New York. The firm is well known in 
the trade as attorneys for the Jewelers 
Board of Trade and also for the large 
number of jewelry accounts it handles. 
q A. Cohen, president of Acon Watch 
Crown Co., will leave aboard the S. S. 
Queen Elizabeth on July 1 for an extended 
trip to France, Switzerland, England and 
Israel. His primary interest is to find and 
purchase new machinery that will help 
improve the quality of the product man- 
ufactured by his firm. The Acon company 
manufactures gold filled crowns, pin vises, 
screw drivers, etc. 

q An interesting presentation on “Why A 
Simple Sales Portfolio Works Best,” writ- 
ten by Jerome L. Grant. executive vice 
president of American Jewelry Distribu- 
tors, Inc., 681 Fifth Ave., New York, ap- 
peared in the May 29th issue of Printer’s 
Ink. 

q The Pamel Import Corporation, import- 
ers of cultured pearls, recently moved their 
offices to new and larger quarters at 542 
Fifth Ave., New York. The firm was for- 
merly located at 1220 Broadway. 

q Stanley H. Sternberg and Sidney Port- 
noy of Kasper & Esh, Inc., manufacturing 
jewelers at 130 West 46th St., New York, 
returned June 19 from an extended buy- 
ing trip in Antwerp. 
q The L.M.D. Jewelry Mfg. Corp. has 
moved its showroom, offices and factory 
from 5 West 31st St. to new quarters at 
48 West 37th St., New York. In its new 
location, the firm has more than three 
times the space it formerly occupied. 

4 Maxwell R. Maybaum of Maybaum 
Brothers, 48 West 48th St., New York, 
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sailed July 1 on the S. S. Queen Elizabeth 
for an extended buying trip to Antwerp, 
Amsterdam, Paris and London. He expects 


to return in September. 


q Adolph Pusrin of Adolph Pusrin & Bro., 
jewelers at 59 Chrystie St., New York, 
and his wife, will leave by plane July 3 
for Europe where they plan to visit ten 
countries. Mr. Pusrin was tendered a bon 
voyage party on June 25 by the New York 
Jewelers Benevolent Association, of which 
he is president. He also heads the East 
Side Jewelers Association. 

q John Weiss, diamond dealer at 608 Fifth 
Ave., New York, moved recently from room 
607 in that building to a new location 
on the tenth floor—room 1006. 

q David Dab of Metro Jewelry Corp., man- 
ufacturers at 21 West 46th St., New York, 
sailed June 24 on the S. S. Queen Mary 
for Europe. He expects to remain abroad 
for six weeks. 

q Wm. Wagner, executive secretary of the 
National Jewelers Association, was prin- 
cipal speaker at the June 14th meeting 
of the Executive Board of Retail Jewelers 
Associations of Greater New York and 
Westchester. Presiding over the meeting, 
which was held at the Hotel Astor, was 
Sam M. Jacobson, chairman of the group. 
q D. Gumbiner, Inc., New York jewelry 
firm located for the past 27 years at 52 
East 46th St., moved recently to a new 
location at 535 Madison Ave. Alterations 
are now under way at the new premises 
and will be completed about July 10. The 
opening of the store in the new quarters 
will coincide with the firm’s 66th year in 
business. 





Costume Jewelry Industry 
Contributes $100,000 to UJA 


Over 200 leaders of the costume jewelry 
industry attended the annual dinner in 
behalf of the United Jewish Appeal on the 
evening of June 2 at the Hotel Pierre, New 
York. They subscribed a record $100,000 
for overseas rescue, relief, rehabilitation 
and resettlement, for the building of the 
State of Israel and for safe-guarding human 
rights at home and abroad. 

Chairman Sig Prager of DuBoyes, Inc., 
told the gathering that the response was 
“unprecedented” and commended the in- 
dustry for its effort assuring “lives saved, 
hopes sustained and a new nation’s con- 
tribution to civilization given a firmer 
foundation.” 

Mr. Prager, who was last year’s guest 
of honor at the industry’s annual dinner, 
paid tribute to the division leaders, men- 
tioning by name the honorary chairman, 
Carl Rosenberger, of Coro, Inc., and the 
co-chairmen, Sidney Cohen, Ernest S&S. 
Heller, Henry Mattin. Jerome H. Oppen- 
heimer, Edgar Roedelheimer. Murray Roth- 
enberg, Jack Ruderman and Eugene Schild- 
kraut. 

















MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 











Drilling Encrusting 


GOTHAM LAPIDARY Inc. 
Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 
2 West 47th St., New York 36, N.Y., Ju. 2-4773 
Setting Engraving 

















Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMONDsS—AIl Sizes and Qualities 


JOSEPH BLANK 
COrtiandt 7-3562 


87 Nassau St. New Yerk 38, N. Y. 
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ALL WATCHES NEW 
AND FULLY GUARANTEED 


F.F. 60 movement 17J 
Yellow RGP/SSB_ 1/20 
10K GF Exp. Band 
Style S-143 















A.S. #1002 
movement 17J 
Yellow RGP/ 
SSB 1/20 10K GF 
Exp. Band Style 
#S-142 


10 DAY APPROVAL 


Open Account to Rated Firms 
Others Send Check, M. O., or C.O.D. 


WRITE FOR FREE CATALOG 
AL-CO WATCH CoO. 


129 West 46th St., N. Y. 36, N. Y. 














Quality 


RHINESTONE 
JEWELRY 


Direct to you from the man- 
ufacturer. Visit us at Booth 
#122 at N.J.A. Conven- 
tion, Chicago, July 26-30. 
Also at Booth #15 at the 
ANRJA Convention, New 
York, August 9-13. 


Fantasy of Yeuels 


18-20 W. 31st St., New York 1, N.Y. 


















QUALITY Waterproof Crowns 






SCREW DRIVERS 
PIN VISES, ETC: 


AY OI MC mad 
50 Eldridge St.. New York 2, N. Y. 





Manufacturers o Gold Filled Crowns 
Sold through Wholesalers & Jobbers 





MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS @ BROOCHES 
BRACELETS @ EARRINGS, Etc. 
Bought and Sold 
‘Serving the Trade Over 28 
Years.’’ Formerly with Chas. 
S. Crossman & Co. ‘‘The 
Old Mine Diamond House’’ 


J. L. DURLAND CO. 
608 5th Ave., New York 20 
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Obituaries 
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Frank W. Anger, 55, a director of 
Hess & Culbertson Jewelry Co., St. Louis, 
Mo., died May 30 at St. Mary’s Hospital 
in that city. Mr. Anger was formerly 
president of Maschmeyer-Richards Silver 
Co. in St. Louis. Surviving are a daughter 
and two sons. 

John R. Bovard, 68, a jeweler in Car- 
rollton, Ky., for 40 years, died May 31 
after a long illness. Surviving are his 
widow, three sisters and a brother. 

Arthur S. Bower, 64, vice president 
of Maurice Tishman, Inc., diamond import- 
ing and jewelry manufacturing firm at 
607 Fifth Ave., New York, died June 1 
at Long Island College Hospital following 
a short illness. Mr. Bower, a native New 
Yorker, was associated with the Tishman 


ARTHUR S. 
BOWER 





firm for 22 years. Before joining the con- 
cern in 1931, he was afhliated for a short 
time with Bolean & Co. in New York. 
Prior to that he was connected with the 
New York firm of Luthy & Co., and later 
was in the jewelry manufacturing busi- 
ness in Cleveland. Surviving are his widow 
and son. 

Max M. Jacobs, 60, president of 
Jacobs Credit Jewelers in Cincinnati, Ohio, 
died May 8 of a heart attack. Survivors 
include his widow, a brother, Edward A. 
Jacobs, vice president of the firm and 
president of Dodd Jewelers, another 
brother and three sisters. 

Harry N. Liberstein, 74, prominent 
jeweler of East St. Louis, IIl., died May 
16. Mr. Liberstein operated a_ jewelry 
store in East St. Louis for 53 years and 
was the oldest merchant on Collinsville 
Ave. in that city. The business will con- 
tinue under the management of his son, 
Jack, who has operated the store for some 
time. In addition to his son, he is survived 
by his widow, a daughter, a stepson and 
six grandchildren. 

Max M. Mendel, 77, prominent jeweler 
of Albany, N. Y., died May 16 at his 
home in that city. Mr. Mendel was asso- 
ciated with one of Albany’s oldest jewelry 
firms, Miller Brothers, for 44 years. At 
the time of his death he and a son, Samuel. 
headed the firm. He is survived by two 
sons, a daughter, a sister and six grand- 
children. 

Edward P. Reavey, 60. retired New 
York sales representative of the W. A. 
Sheaffer Pen Co., died in Overlook Hos- 
pital, Summit, N. J. Mr. Reavey had 





been with the Sheaffer company for 39 
years until his retirement three years ago, 
During his long association with the pen 
company, he had serviced practically al] 
of its New York metropolitan area ac. 
counts and was well known to stationers 
ai.l other writing equipment retailers jp 
the New York-New Jersey area. Survivors 
include his widow, two sons, and two 
grandchildren. 

M. C. Rosenfield, 82, one of the 
founders of the Rosenfield Jewelry Co. in 
Oklahoma City, Okla., died May 23 in 
Shawnee, Okla., after a long illness. Born 
in Lithuania, Mr. Rosenfield started in 
the jewelry business at St. Joseph, Mo. 
He also operated a jewelry store in Leaven-. 
worth, Kan., before establishing the Okla. 
homa City store in 1918. He was associ- 
ated in business with his brother, the late 
L. G. Rosenfield. Surviving are two daugh- 
ters and a brother. 

Walter P. Shoemake, 65, prominent 
jeweler of Modesto, Calif., died of a heart 
attack on May 31. Mr. Shoemake had 
been in the jewelry business in Modesto 
for 47 years. Born in Modesto, he attended 
Modesto schools and was a graduate of 
the California Watchmaking School in 
San Francisco. Active in trade association 
work for many years, he served as presi- 
dent of the California Retail Jewelers 
Association in 1947. He had also been a 
director of the association. Survivors in- 
clude his widow and a brother. 





A. H. Lesperance of Boston 
Falls Six Stories to Death 


Jewelry circles in Greater Boston were 
saddened by the sudden death, on June 9, 
of Adrian H. Lesperance, 59-year-old presi- 
dent of the Bigelow-Kennard Co., Inc., who 
fell eighty feet to his death from the near- 
by Park Square Building. 

Mr. Lesperance had gone to the Park 
Square Building for a haircut, and appar- 
ently went to the sixth floor window of the 
eleventh-story building to get some fresh 
air and had fainted. He was seen sitting 
on the sill of a corridor window by the 
maintenance superintendent of the build- 
ing, but no one saw him fall. Apparently 
he had blacked out suddenly and fell from 
the window. 

Mr. Lesperance had been on a strict 

diet during recent months because of a 
heart condition, but appeared in excellent 
spirits. He had attended the outing of the 
Boston Jewelers Club the week before his 
death with Leo C. Graham. treasurer of 
Bigelow-Kennard. 
q The C. C. Lewis Jewelry Co., long leaders 
in the business scene in Long Beach, have 
recently moved to an improved location 
at 333 Pine Ave. in that city. Proprietor 
Harold Lewis is assisted in the new store 
by Clair Hill, George Vogeley, Don 
Mathews, Loren Cornish, Juanita Cover- 
dale, Mary Powers and Grace Holcomb. 
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Retail Jewelers Council 
To Meet During ANRJA Confab 


David R. Lakein, chairman of the Retail 
Jewelers Council, announced recently that 
the group will hold its next meeting on 
August 11 in New York City during the 
annual convention of the ANRJA at the 
Waldorf-Astoria Hotel. At that time the 
organization will consider the admission 
of two new firms into membership. 

The Council was formed in 1947 by three 
retail stores. Today it has eight members 
in eight different cities, all located within 
950 miles of Philadelphia. 

The organization, which meets five times 
a year, held its last meeting on May 11 to 
13 at the Ritz Carlton Hotel, Atlantic City, 
N. J. At these gatherings members ex- 
change information on sales by depart- 
ments, inventories, mark-up, advertising 
and promotions, new items, expenses, credit 
and collection problems, and discuss other 


topics. 

The eight members of the Council are: 
Gaines Jewelers, Inc., Jamaica, Long 
Island; Gordon Jewelers, Inc., Mount 


Vernon, New York; Kurz Jewelers, Passaic, 
N. J.;: Lakein Jewelers, Baltimore, Md.: 





Levitt Jewelers, Wilmington, Del.; Arthur 
Schwemmer, Reading, Pa.; S. Smith Sons, 
Philadelphia, Pa.; and Wright’s Jewelry, 
Silver Spring, Md. 





Five Salesmen Win Puppies 
in Gemex Sales Contest 


The five wholesale jewelry salesmen who 
won prizes for record-breaking sales of the 
new Gemex No. 8 counter display were 
announced recently by William A. Swart- 
man, sales director for Gemex Co. 

Each of the salesmen was presented with 
a Welch Terrier puppy awarded by Sher- 
man Billingsley, host and master of cere- 
monies of the Stork Club television show 
which Gemex sponsored. 

The sales contest winners are: Richard 
F. Ballou (John G. Butterworth), Buffalo, 
N. Y.:; Charles E. Floyd (The Hall Co.), 
Los Angeles, Calif.; J. C. Harlacker (M. A. 
Mead & Co.), Chicago, Ill.; Louis Mellitz 
(Posner & Mellitz, Inc.), New York City, 
and Henry Perlman (Craft Watch & Jewelry 
Co.), New York City. These men topped 
the country in sales of the new Gemex 
plastic and blond wood counter display. 
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Over 800 Attend Interfaith Dinner at Waldorf 








Seated on the dais at the annual dinner held on behalf of the National Conference of 
Christians and Jews were, left to right: Col. Harry D. Henshel (Bulova Watch Co.); G. H. 
Niemeyer (Handy & Harman, Inc.); Alben W. Barkley; W. Waters Schwab (J. R. Wood 
& Sons), dinner chairman; Mrs. Alben W. Barkley; Dr. Everett R. Clinchy, president of the 
National Conference of Christians and Jews, and Benjamin Lazrus (Benrus Watch Co.). 


The beautiful grand ballroom of the 
Waldorf-Astoria Hotel in New York was 
packed with an enthusiastic audience on 
the evening of June 2 when more than 800 
leaders and members of the jewelry and 
allied trades joined in their annual “Salute 
to Brotherhood.” 

W. Waters Schwab, president of J. R. 
Wood & Sons, served as chairman of the 
$90 per plate dinner whose proceeds went 
to advance the program of the National 
Conference of Christians and Jews. 

Guest of honor at the affair was Alben 
W. Barkley, who was presented with a gold 
medal award “for service to humanity” by 
Dr. Everett R. Clinchy, president of the 
National Conference. 

The keynote for the occasion was sounded 
by Mr. Schwab, who presided at the event, 
in his opening remarks. 

“This is the silver anniversary of the 
National Conference of Christians and 
Jews,” he noted. “It is just 25 years ago 
that leaders of the three major faiths 
founded the organization to challenge the 
bigotry of the Ku Klux Klan. The organ- 
ization has gone a long way since then in 
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meeting the problems of hate and intoler- 
and in promoting good will and 


Catho- 


ance, 
understanding among Protestants, 
lics and Jews.” 

On behalf of the industry, G. H. Niemeyer 
presented Mrs. Barkley with a _ beautiful 
gold pin decorated with rubies and dia- 
monds as a token of esteem and apprecia- 
tion for her interest in the cause of brother- 
hood. 

Stars of the stage, screen, radio and 
television joined in another highlight. A 
dramatic presentation, “The ABC’s of 
Brotherhood,” arranged for the dinner by 
Meredith Willson of the National Broad- 
casting Co., portrayed the work of the 
National Conference of Christians and 
Jews. Besides Mr. Willson, who acted as 
moderator, others appearing in the all-star 
cast were Fred Allen, Robert Merrill, Mar- 
suerite Piazza, Dennis King, Garry Moore 
and Kenneth Banghart. 

In response to the tributes, Mr. Barkley 
delivered an impassioned plea for the 
brotherhood of man under the fatherhood 
of God, praising the members of the jewelry 
industry for their support of the cause. 
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DAVID PFEFFER’S 








BPEWELOCK 


INTERLOCKING BRIDAL SETS 
Have the of 


Built-in Concealed 
Locking Device... 





Our invisible interlocking device is an integ- 
ral part of the engagement ring’s design—it 
“belongs’’...no “defective” appearance...no 
break in contour. Jewelock has made the 
greatest advance in preserving the natural 
beauty and continuity of design on BOTH 
SIDES OF BOTH RINGS. Jewelock pays 
off 2 ways: sells easily separately or locked 
together. 

All Jewelock styles pass the mirror test. 
Only Jewelock rings have unbroken conti- 
nuity of design! 


BETTER VALUES .. . Jewelock sets are com- 
petitively lower priced ...... values that 
challenge all competition. 


EASIER TO USE 





Offers additional easy 
way to push out built- | 
in, concealed lock-arm without a special 
tool. Full details in free brochure. 


Write Today! 


Gentlemen: 

| am interested 
in your Jewelock 
Bridal sets. 
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seneahissibibnsidd cere. 


Sold Through Authorized Distributors 


DAVID PFEFFER CO., Inc. 


106 Fulton Street 
New York 38, New York 
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Salem Jewelers Install 





This giant clock, eight feet in diameter, 
was installed recently on the Livesley Build- 
ing in Salem, Ore., by Stevens & Son Jewel- 
ers. The clock has 6!/, by 12 foot signs 
above and below it making the overall 
height 21 feet, and total weight over 1000 
pounds. Westminster chimes have been in- 
corporated in the electric clock mechanism, 
and sound every |5 minutes. 











BOHEMIAN GARNET JEWELRY 
10 Karat Gold 
Antique and New 





Earrings, rings, crosses, brooches, 
necklaces, bracelets. Many styles. 


More Than 200 Attend Boston Jewelers Outing 


Over 200 members and guests attended 
the annual summer outing of the Boston 
Jewelers Club at the New Ocean House, 
Swampscott, Mass., on June 3. Herbert L. 
Thomae, of Charles Thomae & Son, Inc., 
Attleboro, Mass., was chairman of the 
Sports Committee, with John Biackinton, 
of RK. Blackinton & Co., North Attleboro, 
serving as assistant chairman. 

Several members and guests engaged in 
golf at the nearby Tedesco Golf Club, 
under the chairmanship of J. Gould Cook, 
of A. Stowell & Co. Low gross was scored 
by J. A. Jennings, of Quaker Silver Co., 
and low net by Vincent Chapman, of the 
Jewelers Board of Trade. 

Two teams engaged in a _ seven-inning 
soft-ball game under the chairmanship of 
Charles C. Thomae, Jr. These teams were 
dubbed the “Synthetics” and the “Dia- 
monds,” with the latter winning, of course. 
The score, according to Umpire Billy 
Murray of the Jewelers Building, was 
12-to-6. 

The always popular potato race was 





Low gross in the golf tournament held dur- 
ing the outing was scored by J. A. Jennings 
(left), of the Quaker Silver Co., who is 
shown here with Vincent Chapman, of the 
Jewelers Board of Trade, winner of low net. 





chairmanned by David C. Percival, Jr., of 
D. C. Percival & Co., and was won by 
James Cheyne, Charles Thomae & Son, with 
Raymond Maciewicz, Jordan Marsh (Co, 
coming in second. 





C. Edward Cotter, of Prince-Cotter Co., 

Lowell, Mass., and immediate past presi- 

dent of the Massachusetts & Rhode Island 

Retail Jewelers Association, outsung all 

fellow competitors in a contest with pro- 

fessional entertainer, Bernadette—who still 
topped all. 


The tape-tearing race was chairmanned 
by John Kennard of Kennard & Co., with 
first place going to James Cheyne, and 
second to Don Anderson of Oneida Ltd. 

Two new sports events were added this 
year for the first time, the shuttlecock 
throw being chairmanned by John Blackin- 
ton, and a stiff breeze causing plenty of 
upsets as contestants tried their best to 
toss the feathered shuttlecocks into a 
bicycle tire which served as a target. 
Several run-offs were necessary to settle 
the many ties, but Gus Kudernac of 
Worden-Munnis, Inc., Boston, finally scored 
three bull’seyes, and was declared winner, 
only to have Phi! Webber score four points 
to be declared second. 

Another new race, the nightgown race, 
also chairmanned by Charles Thomae, 
created a lot of fun and several controver- 
sies as the scoring winners were challenged. 
Relay teams were required to don and 
button long nightshirts, race to a given 
point, and remove them, without help, for 


Write for an approval package. 


We specialize in repair of all garnet 
and seedpearl jewelry. 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave., N. Y. C. 10, N. Y. 














#11J—Sheepskin case—Black, 
Brown, Blue, Red, Tan, Cuee 
#22J Genuine Morocco Leather 
Case—Wine, Red, Black, Blue, 
Brown, Green, Tan, Key- 
| PR ersacr ae: $11.00 
#35J—Genuine Ecrase J.eather 
with gold tooled border. Brown, 
Tan, Rose, Green or Light 
RTO: Keystone $13.00 
23%” and 25%” for Swiss and 
Waltham. Immediate Delivery, 


ARISTO IMPORT CO.. INC. 630 Fifth Ave., New York 20 


WATCHMAKERS «¢ JEWELERS 


MORE PROFIT TO YOU THROUGH 
OUR COMPLETE REPAIR SERVICE 
for ail modern and antique watches—clocks—jewelry 
—tameras—pens & pencils (all makes) ! 
We carry ALL TOOLS (Even generally unavailable) 
— Materials—Books—W atches—C locks—Attaeh ments 
Watch & Clock Movements—Cases—Dials. Inquire 
MODERN TECHNICAL SUPPLY CO., Dept. 70K 
55 West 42nd Street, New York 36. 





LEATHER CLOCK CASES 
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The "Diamonds," as the winning softball team at the outing was dubbed, are shown here 

after they received prizes for their victory. They are, left to right: S. P. Musco (Handy & 

Harman, Inc.); Dick Moore (E. W. Kirby); Donald Parker (D. C. Percival & Co.}; Ray 

Maciewicz (Jordan Marsh Co.); William Durie (Smith-Patterson Co.); Billy Murray (umpire); 

Ernest Noury (Smith-Patterson Co.); James Cheyne (Thomae & Son); Frank Gendreau, Jr.; 
Jack Caten, Lowell, Mass.; and Philip Webber {Mahar & Engstrom Co.). 
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the other partner in the team to don. 
Winning team was declared as Musco and 
Russo of Handy & Harman and Beaucraft; 
and second were Dave Kaplan and Harold 
Fine, both of A & Z Chain Co. 

Following the sports program, members 
and guests enjoyed a fine shore dinner, 
which was followed by seven top night-club 
acts under the chairmanship of Darwin R. 
Neumeister, of Bigelow-Kennard Co., and 
Fllsworth W. Read, of Kettell, Blake & 
Read. 

Everyone attending agreed it was the 
“best time yet,” and two guests dared to 
go in the ocean for a swim, Ralph Barn- 
stead and Bill Durie, both of Smith- 
Patterson Co. After the soft-ball game, 
the water was “wonderful,” they declared. 

During the entertainment program, sev- 
eral members were called upon to lend 
vocal talent to that of Bernadette, who, 
nevertheless, managed to outsing them all. 





U. S. Time's N. Y. Offices 
Moved to Larger Quarters 


The executive sales, advertising and 
marketing division of the United States 
Time Corporation was moved “upstairs” 
recently to larger quarters on the 50th 
floor at 500 Fifth Ave., New York. The 
company previously occupied part of the 
49th floor at the same address. 

Behind the move is a new expansion 
program involving accelerated production 
of the firm’s Timex and Ingersoll watches. 
During the past few months U. S. Time 
has acquired two more factory buildings 
in Waterbury, Conn., which are in addition 
to another larger factory in that city oper- 
ated by the firm, as well as its “head- 
quarters” plant in Middlebury, Conn., and 
other large plants in Little Rock, Ark.; 
Abilene, Texas, and Dundee, Scotland. 





V.P. of Sessions Retires 
After 461/2 Years Service 


Richard H. Jackson, vice president of 
Sessions Clock Co., Forestville, Conn., re- 
tired June 26 after completing 4614 years 
service with the firm. In addition to his 
unique service record, Mr. Jackson also 


RICHARD H. 
JACKSON 


Vice President, 
Sessions 
Clock Co. 





holds the enviable distinction of having 
traveled through all 48 states and through- 
out the Dominion of Canada. 

Before joining Sessions in January, 1907, 
Mr. Jackson worked for a number of years 
at the bench as a watch and clock repairer. 
He started at the firm’s New York office, 
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37 Maiden Lane. where he worked until 
1922 when he was promoted to the post of 


sales manager and was transferred to the REPAIRS and PLATING 
factory at Forestville. Mr. Jackson was - GOLD and SILVER 


elected vice president of the firm in 1938. 
In discussing plans for his immediate 34 Years of Continuous 

future, Mr. Jackson stated that he intended ; 

to visit his winter residence in Miami Service to the Trade 

Beach, Fla. After completing his visit there, 











he expected to return to his home in Bristol, from 
Conn. Coast 
to 
Coast 
Joins (Betore) (After) 
A. T. Cross 
Pencil Co. Highest 
As Sales Mgr. Quality 
Workmanship 


E. N. LANG 








HOLLOW WARE—FLATWARE 


The A. T. Cross Pencil Co. of Provi- REPAIRED EQUAL TO NEW 
dence, R. I., announced recently the ap- NEW PARTS SUPPLIED 
pointment of Edward N. Lang as general ENGRAVING REMOVED—REFINISHED 
sales manager. | REPLATED—LACQUERED 

Mr. Lang has an extensive background 
in the writing instrument field. He has Special Order Work 


been associated with the Parker Pen Co. WILLI AM HERTEL & CO., INC. 


since 1945 and, prior to that, was con- 





nected with National Cash Register Co. Mastercraftsmen—Silversmiths 
He is instituting sales policy changes 17 West 45th St. New York 19, W. Y. 
which will strengthen Cross sales and Est. since 1918 


service to retail jewelers. AT THE SAME ADDRESS 























+150 


Hand painted 
Tole clock, 14” 
diameter. In 
black, gold, ma- 
roon and green; 
dull or polished 
finish. Beauti- 
fully hand 
painted decora- 
tions with fine, 
silent 8 day im- 
ported move- 
ment. Front 


wind. 
KEYSTONE 
$25.00 


SOLE U.S. AGENTS FOR ALL JUNGHANS PRODUCTS 
SEND FOR NEW CATALOG & PRICE LIST 
Visit Our Showrooms... . 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE, NEW YORK 3, N. Y. 
1524 MERCHANDISE MART, CHICAGO, ILL. 
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The GIFT to Sell... 


for homme or office 











CLOCKS 
AUTOMATICALLY CALCULATE 
‘"time ata glance'' 


Model #800 REGENCY shown 
above retails at $40.00. Other 
NUMECHRON Electric Clocks 
from $9.95 to $85.00. 


Consult your distributor or write 
for catalogue and attractive dis- 
counts. 


Personalized imprinting available 


PENNWOOD NUMECHRON CO. 


7249-51 Frankstown Ave., Pittsburgh, Pa. 
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S.j. Ssurnamer co. 


3/0 7th Ave., N.Y. 1, N.Y. 











FORMS 








Superior 


» bd ao) | BS 


Best for Watches and Clocks 
NYoi rte] tle] ge| 
Your Work 


Wm. F. Nye, Inc., 


New Bedford, Mass. 











WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset S$?., Phila. 


, Write Dept."’K"' Ill'd Catalog 
Eve. Sehoel Baldwin 9-1376 Est. 1894 


ioe a ss Arthur T. Johnson, Prinelpal 


| LEARN 
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q The jewelry store at 817 E. Allegheny 
Ave., formerly owned by Al Gurwood, has 
been redecorated in soft gray tones since 
it was acquired by the Ringolds. Both 
this store and the original Ringold’s at 
4316 Germantown Ave. have recently added 
air conditioning units to their variety of 
merchandise. 

q The Lions are now beginning to make 
their way to the Warren Harper store in 
the traffic jungles of West Cheltenham 
Ave. Warren Harper, owner of the store of 
the same name which has been located at 
1902 W. Cheltenham Ave. for the past 
18 months, has joined the Lions Club, not 
solely for the purpose of the increasing 
business which is one result of his club 
activities, of course. 

q Among the new and newly-designed ad- 
vertisements catching the eye of anyone 
looking through the “Jewelers—Retail” sec- 
tion of the new Bell Telephone directory, 
are those of Duff, McCaffrey and Mc- 
Donalds. The Thomas C. Duff & Son eye- 
catcher gives the address: Suite 100, 1001 
Chestnut St.; in conspicuous manner and 
reads: “Serving a discriminating clientele 
for 30 years.” Another reads: “Exclusive 
designs created by James J. McCaffrey, 
Victory Building, 10th & Chestnut Sts. and 
suburban store, Haverford Square.” Mc- 
Donald’s adds distinction with the words: 
“Distributors for Towle, Lunt, Wallace 
sterling silver,” following the address, 7161 
Frankford Ave. 

q Kirschnek Jewelers in Clifton Heights, 
Pa., prominently display a blank gift cer- 
tificate under the glass counter of their 
gift shop opened seven months ago. AI- 
though the gift shop is a full block away 
from the jewelry shop, each store promotes 
the other with identification signs, with 
samples of merchandise, and, now, with 
a jewelry gift certificate giving ideas to 
those who step up to the gift shop counter. 
The Kirschneks always come to mind as 
folks with a new idea. Their promotions 
alone, and with other merchants, have in- 
cluded buying out a local motion picture 
house for three days and distributing free 
tickets to anyone requesting them in the 
jewelry store; supplying gifts to those on 
the street in the Clifton Heights shopping 


area through an “Easter Bunny”; and dis- 
tributing advertising literature through 


young door-bell-pushers on Thanksgiving 
Day. 

q Congratulations are being received by 
Marron’s Jewelers of 7 S. Lansdowne Ave., 
Landsdowne, Pa., on the expansion of this 
business to include almost double the 
amount of space formerly occupied. The 
additional space will be devoted largely to 
a new giftwares department in the rear 
of the jewelry store. 

¢ Luggage, barometers and binoculars have 
been added to the merchandise offered at 
Hay’s Jewelers, 7316 Frankford Ave. And 


business is being promoted with an offer 
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of a gift for each purchase amounting t 
five dollars in cash or credit. The gift 

4 b 
which many customers have welcomed, js 


a television tray, a tray on legs resembling 
a collapsible table. 
q Even folks speeding along Woodland 


Ave. in autos and trolleys can’t help notic. 
ing the large, neat, black and white sign 
which fills the space from the window to 
the pavement in front of the store at 6309 
Woodland Ave. The store is Franklin’s 
Jewelry and Appliances and the sign reads: 
“Watch Crystals 50¢.” We are told it brings 
in a substantial amount of traffic to view 
the jewelry and appliances. 
q A new harmony between the conspicuous 
and the tasteful is reached with a semi. 
circular design of snow-drop circles par: 
tially surrounding the name, “Art’s Watch 
Repairing” on the window of this Wood. 
land Ave. store. The circles are really card- 
board signs announcing merchandise offered 
and, in some cases, prices. 
q Gala ceremonies on May 1 marked the 
formal opening of the new and modem 
jewelry store of I. N. Fruman at 509 
South St. Before opening at this location. 
the Fruman store was located at 422 
South St. 
q Freeman E. Baylies, prominent jeweler 
of Bristol. Pa., succumbed to a heart attack 
on June 6th at his home in that city. Mr. 
Jaylies, who was only 58 at the time of 
his death. had been operating the Baylies 
jewelry store since the death of his father 
in 1928. His father, Albert FE. Baylies, 
established the jewelry business in 1868. 
q M. Simon & Co., jewelers at 1222 Market 
St., are now open both Wednesday and 
Friday nights. 
q For the convenience of their customers, 
Huberman’s, Inc., jewelers at 29 S. 11 St. 
now offer Sunday shopping hours—by tele- 
phone only. 
q The new Edwin W. A. Hoover Shop in 
the Horn Building features scarabs as did 
the store at 1521 Chestnut St. operated for 
many years by Mr. Hoover. 
q From the very popular green to the beau- 
tiful tones of pink and ivory is a delightful 
change as anyone can see who visits the 
newly decorated store of Horowitz Brothers 
at 2822 W. Lehigh Ave. 
4 At last folks are able to get into the store 
of Landis & Fox at 2120 N. 63rd St. with- 
out making a valiant effort. During the 
rainy spring this street was torn up seven 
weeks for needed repairs. Miss Landis came 
through the ordeal smiling despite the fact 
that the handicap “rather dampened every- 
thing.” 
4 Friends are glad to have Stanley L. 
Abrams back among them. He has been 
honorably discharged from the U. S. Army 
after serving for two years. Stanley is af- 
filiated with Stanley Jewelers, 1401 Point 
Breeze Ave., and Joe’s Jewelry Store, 154 
South St., owned by his father. 
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q That early tan sported by Charles J. 
Mastriano of the Thomas Kelley store, lo- 
cated in the Fidelity Philadelphia Trust 
Building, is the result of a trip to Bermuda 
from which he recently returned. 

q After testing window displays showing 
regular prices and those showing reduced 
prices, G. H. Lohr, who operates the store 
bearing his name at 6340 Germantown Ave., 
has decided “reduced prices do not bring 
customers in.” 

q The annual golf tournament and outing 
of the Retail Jewelers Association of Phil- 
adelphia & Eastern Pennsylvania took place 
at the White Manor Country Club this 
year on Tuesday, June 9. The usual steak 
dinner was eaten by a larger than usual 
crowd of over 60. To the customary group 
of lovely prizes a distinguished new one 
was added. It was a Mike Simon Memorial 
Trophy for the low net golfer. 

q There’s a new engraving machine at work 
in Ralph’s store at 1703 S. 18th St., where 
owner Ralph Cortigine is promoting repair 
work intensively. 
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Harvard and Smithsonian 
Show Huge Synthetic Emeralds 


The East gets first look at two of the 
largest synthetic emeralds yet created by 
Chatham Research Laboratories of San 
Francisco. Produced under the method 
developed by Carroll F. Chatham, the 
smaller—but finer—of the two crystals was 
grown on order of the Smithsonian Insti- 
tute in Washington, D. C., where it is now 
on display. The stone weighs 1014 carats 
and required a full two years’ growth. 

The other man-made emerald crystal 
weighs 1275 carats and is on display at 
the Harvard Museum in Cambridge, Mass. 





Meyer Jewelry Company 
Announces Executive Changes 


Two important executive changes in the 
Meyer Jewelry Co., Detroit, Mich., were 
announced recently by Meyer Rosenbaum, 
president. 

Lionel Rycus, formerly general sales 
manager, has been named vice president 
of the firm, and Melvin F. Sobie has been 


appointed secretary-controller of the com- 





pany. Sobie was formerly associated with 
the Ernst Kern Co., and the accounting 
firm of Ernst & Ernst. 





Waltham Announces Winners 
In Salesmen's Competition 


Teviah Sachs, president of the Waltham 
Watch Co., has announced the names of 
winners in a recently completed contest 
conducted among the 258 sales representa- 
tives employed by Waltham’s distributors 
throughout the U. S. 

First prize, a $500 bond, was won by 
John V. Cook, sales representative for 
E. W. Reynolds Co., San Francisco. 

Second prize, a $100 bond, was won by 
C. G. Wiriden, Charlotte, N. C., sales repre- 
sentative of the Ball Co., Chicago dis- 
tributors of Waltham watches. 





John V. Cook, first prize winner in Waltham 
Watch Company's recent salesman's con- 
test, receives a $500 bond from Gilbert 
Sachs, vice president of Waltham. Shown 
left to right are: Wendell Thomas, watch 
buyer for E. W. Reynolds Co., San Fran- 
cisco, where Mr. Cook is employed; Mr. 
Sachs: Mr. Cook, and Gene A. Siekert, 


manager, Reynolds’ San Francisco office. 


National winners were chosen from 
among individual winners in each whole- 
saler’s preliminary contest at which suit- 
ably engraved Waltham watches were 
awarded as prizes. 

“It’s noteworthy that many of the win- 
ning entries stressed the critical importance 
of getting and keeping the retailers’ con- 
fidence in the project, and helping the 
retailer sell that confidence to his customer 
as the best way of increasing sales,” Mr. 
Sachs said. 








Future sales and promotional activities of 
the Ledo Jewelry Co., costume jewelry man- 
ufacturers, were discussed at a sales meet- 
ing held June 11 at the firm's New York 
offices, 366 Fifth Ave. Among those who 
attended were, left to right: Larry Combs; 
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Bert Ross, New York sales manager; Harold 
Horowitz; Mac Goldman; Ralph Mangano; 
Jerry De Nicola, general sales manager; 
Dan Polcini, vice president; Julie Feldstein; 
Abe Grossman; John Zodda, and Cei! Ozog. 





SUMMERTIME 
is an 
OPPORTUNE TIME 


to install 


SOUDER’S 


STOCK RECORD 








IT'S—A SALES ANALYSIS AND BUYING 
GUIDE that helps you think in terms 
of INVENTORY TURNOVER and pre- 
vents tying-up working capital in slow- 
moving stock. 


IT'S—Recognized as the outstanding System 
for the Jeweler—One that has with- 
stood the test of time—Established in 
1918 with original first customers still 
boosters. 


IT'S—indispensable to show insurance com- 
panies in case of fire or burglary. 


IT'S—Practical, surprisingly easy to keep— 
At inventory time it is a positive (ideal) 
time saver. 

IT'S—Been recommended by the American 
National Retail Jewelers Association 
and has been invited to National and 
State Conventions many times. 


IT'S—For both the large chain store and the 
small independent. Complete outfit for 
average size store $30.00. 


Larger & Smaller Sets Available 


SOUDER'S 


SAFETY SYSTEM 


883 Broadway, Albany 4, N. Y. 


BUSINESS RECORD, WATCH & JEWELRY REPAIR 
BOOKS, SPECIAL CALENDARS AND ADVERTISING 
NOVELTIES 





185 











Style #1717 
Missing Out? 


You have watched your selection of 
Alice earring styles move off your 
counters as fast as you can replenish 
stock. If these selections sell so fast 
then the complete line will do the 
same. Are you ‘“‘missing out’’ on in- 
creased volume? 


Thru the wholesaler $100 
JEWELRY CO. 


52 Valley St., Prov., R. I. 












FOR PROMPT SERVICE 
ON 
SPEIDEL PRODUCTS 


CONTACT 
J. A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 
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Seid enty direst te Retaliers 
WELLS MFG. CO. ATTLEBORO, MASS 








NICKEL SILVER 
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THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 











Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y, 
LOngacre 3-1176 
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q As this issue went to press, plans had 
been completed for the 38th annual con- 
vention ot the New Hampshire Retail Jew- 
elers Association at The Wentworth-by-the- 
Sea, Portsmonuth, N. H., June 28 and 29. 
The annual meeting for members was sched- 
uled for Sunday evening. Monday’s pro- 
gram included a boat ride, golf, swimming, 
lawn games, and a noontime clambake, 
with the annual banquet and awarding of 
all prizes scheduled for Monday night, ac- 
cording to Walter A. Sawyer, president of 
the association. 

q Harry Rosenfield and Edward N. Levine, 
co-owners of Homer’s jewelry store, 44 
Winter St., Boston, were honored at a sur- 
prise testimonial at the Hotel Bradford on 
June 22, commemorating their 45 years as 
partners. More than 150 persons were pres- 
ent. 

q The priceless collection of “Old Charter 
Clocks” was on display at the Jordan 
Marsh department store during the week 
of May 25. The collection was assembled 
over the past decade under the direction 
of Bernard Goldstein, of New York, one 
of the foremost authorities on clocks and 
watches. The collection, which included the 
world’s tiniest pendulum clock and a time- 
piece that runs on water, attracted wide 
attention. 

q Cheney & Hunt, Inc., 281 High St., Hely- 
oke, Mass., has been sold to Frederick’s 
Jewelers, Inc., Springfield, Mass., who will 
operate the Holyoke store as a second unit. 
The new corporation will be known as 
Frederick’s Jewelers of Holyoke. 

q Quarters in Rooms 412-416 Washington 
Building, formerly occupied by Jorge Ep- 
stein, and vacant several months, now bear 
signs to the effect that this is the “New 
Home of Mendelsohn & Terban, Inc.” This 
firm, located for the past year or more in 
Room 302, is planning wide expansion. The 
new place, with its 2,300 square feet of 
floor space, will be completely remodeled. 
Twenty new wall and showcases are being 
installed, and an unusual display unit, known 
as the “Peg-Board,” will give the effect of 
items suspended in the air without visible 
support. Additional lines of merchandise 
are contemplated, including electrical ap- 
pliances, washing machines, and refriger- 
ators, in addition to an enlarged stock of 
jewelry items. Plans call for opening on 
or about July 1. 

q A large collection of jewelry and dia- 
monds, for more than 70 years under the 
same ownership of H. Healy, one of the 
oldest jewelers in New York City, was sold 
to Jordan Marsh Co., Boston, and went 
on sale late in May in that store’s Diamond 
Center. 

q Mr. and Mrs. Ellsworth Richardson of 
the Perley B. Richardson jewelry store, 
Springfield, Mass., are back from a three- 
week tour of Florida. 





q Edward Chapman, Jr., son of Edward 
Chapman of W. D. Pharmer Co., Inc, 
Pittsfield, Mass., has been assigned to Ord. 
nance, U. S. Army, at Bainbridge, Md. 

q Donald Lizee, son of A. J. Lizee, jeweler 
of Willimantic, Conn., joined the U, §. 
Navy on May 5. 

q Roland and Raymond Cadoret of Cad- 
oret Brothers, Woonsocket, R. I., attended 
the recent conclave of the American Gem 
Society in Philadelphia. 

¢ Ted Farron, Southbridge, Mass., has sold 
his watchmaking equipment and is now in 
the automobile sales business. 

q Susan Zaff, daughter of Mr. and Mrs. 
Oscar Zaff, of Smith & Zaff, 309 Jewelers 
Building, graduated from Brookline High 
School and will enter college this fall. 

q Louis Lemay, of Lemay Brothers, Man- 
chester, N. H., opened his hotel, restaurant 
and cocktail lounge, The Algonquin, at 
York Beach, Maine, on June 28. Little 
“Ginger” Lemay, daughter of Mr. and Mrs. 
Louis Lemay, received top billing as solo 
dancer at a recital in Manchester, June 8. 
q Augustus U. “Gus” Burque, Nashua, 
N. H., jeweler, who heads the Nashua 
Building Projects, attended the National 
Convention of U. S. Building Projects at 
Washington, D. C., May 11-15. 

q Henry Duvarney, of Stewart & Heney, 
Inc., Clinton, Mass., has assumed _presi- 
dency of the Exchange Club which sponsors 
the Little League of that city. Henry re- 
ports several “Ted Williams” in the making. 
q Fire destroyed the store of Baker Jewelry 
Co., Medford, Mass., on May 22. 

4 Philip Brault, of Phillips & Lucas, Mont- 
pelier, Vt., is readying his cottage at Col- 
chester, Vt., and will again serve as Com- 
modore of the Colchester Point Yacht Club. 
q Richard Schwind, son of “Bill” Schwind, 
of R. C. Jewelry Co., Rumford, Maine, 
will serve as counselor of a boy’s camp at 
Lebanon, N. H., for the summer. 

q Mr. and Mrs. H. J. Haselton, of the 
Haselton Co., 702 Jewelers Building, are 
back from attending the Watch Materials 
Distributors’ convention in Atlantic City, 
N. J. 

q The jewelry store of J. A. Foster Co., 
Inc., Providence, R. I., was sold on June 4 
to Gerber’s, Inc., Providence. 

q Elwood Cornell, New England represen- 
tative of Lawrence B. Smith Co.. South 
Boston, held an “open house” at his new 
home in Sharon, Mass., on May 31. Among 
the guests were Mr. and Mrs. Frank Ames, 
of the Thomas Long Co.; Mr. and Mrs. 
Edward Forsberg, of Smith-Patterson Co.; 
Mr. and Mrs. Hubert St. Onge, of R. H. 
Stearns Co.; Joseph Drohan, of Smith- 
Patterson Co., and the entire personnel of 
the Katherine A. Murphy Co., Jewelers 
Building. A dip in the swimming pool of 
the residence was enjoyed by many. 

q Miss Patricia Morley, secretary with the 
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Katherine A. Murphy Co., 5th floor, Jewel- 
ers Building, was married in February and 
has now left the firm. 

q Year-old Deborah Reilly, daughter of 
Mr. and Mrs. Thomas Reilly of the Bella 
A. Glass Co., 609 Jewelers Building, was 
featured in a picture on the Sports Page 
of the Boston Post, June 8, as she sat next 
to the 9th hole on the green of the Furnace 
Brook Golf Club. The picture was cap- 
tioned, “A Little Less Noise Please!” 

q George Mullin, of Mahar & Engstrom 
Co., 405-11 Jewelers Building, who broke 
bis leg in a bit of post-league bowling, was 
later confined to the Somerville, Mass., 
Hospital for a spinal operation. Miss Mary 
White, bookkeeping department, became 
engaged on May 21. 

4 Carey Brothers, Biddeford, Maine, have 
just completed remodeling of their store, 
new fixtures being in pastel green and 
English hare-wood paneling. 

q Robert Horn, of the Diamond Depart- 
ment, Thomas Long Co., Boston, is recuper- 
ating from serious illness which had him 
confined to both the Hanemann Hospital, 
Brighton, and the Massachusetts General 
Hospital, Boston. Miss Amy Dinsmore, of 
the repair department, has returned from 
an extensive vacation tour of England, 
France, Switzerland, and Italy. 

q Frank A. Gendreau, Sr., of the firm of 
the same name, 47 Winter St., Boston, is 
recuperating from illness which confined 
him to the Milton Hospital, Milton, Mass. 
q Bert “Sparks” Stranger of the Herbert 
W. Stranger Co., 306 Washington Bldg., 
confessed to not being up to his usual 
sportsmanship standard at the Boston 
Jewelers Club outing, June 3, having 
covered three big water-front fires the night 
before as a member of the Red Cross 
Disaster Service. Miss Josephine Eleanor 
Messina, answering to the name of “Dolly,” 
and formerly with Ernest Graballese, Prov- 
ince Building, has joined the Stranger 
bookkeeping staff. Both Herbert, Sr., and 
Bert, Jr.. now have their boat, the “Skip- 
Jack” in the water, and soon will be skim- 
ming Boston Harbor, Massachusetts Bay, 
Provincetown Harbor, and points east. 

q Dr. George L. Kelley, world-renowned 
scientist, and now associated with the 
Pressed Steel Co., Oxford, England, and 
Master of Arts at Oxford University, has 
been in Boston visiting his brother, Arthur 
A. Kelley, treasurer of Norling & Bloom 
Co., 809 Jewelers Building. Dr. Kelley 
also passes on applicants for Rhodes 
Scholarships at Oxford. 

q Samuel Goldstein, of Goldland Jewelry 
Co., 616 Washington Building, while in 
Florida this past winter, won the sixth 
annual Key West Junior Chamber of Com- 
merce Fishing Tournament, when he landed 
a o7-pound amberjack. This huge fish has 
been mounted, and now graces the walls 
of Goldland along with a splendid sailfish 
landed some years ago. 

q Joseph Gann, of the firm of the same 
name, 404-7 Washington Building, was re- 
cently elected to the Board of Directors 
of Walter Kidde & Co., Inc., Belleville, 
N. J., and was pictured both in Boston and 
Newark newspapers. The firm manufac- 
tures Kidde CO-2 fire extinguishers. 
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<¢ David C. Percival, Jr., of D. C. Percival 
& Co., 2nd floor, Jewelers Building, was 
away a week as a member of the 25th 
reunion committee of his class at Harvard 
University—the same class which graduated 
the newly named president, Nathan M. 
Pusey. “Dave” displayed a reprinted front 
page of the Boston Globe which showed 
a picture of the then Harvard University 
president, A. Lawrence Lowell, accom- 
panied by James B. Conant, the immediate- 
past president, and Mr. Pusey, all in caps 
and gowns. Just how President Pusey got 
into the picture is a deeply guarded secret 
known only to Dave Percival, who sported 
a snappy sunvisor cap for the reunion 
ceremonies. 

q James Russell, of E. H. Saxton Co., 
Jewelers Building, is recuperating after a 
serious operation at the New England 
Baptist Hospital. 

q Miss Catherine A. Egan, operator of the 
Edmund W. Kirby Co., 304 Jewelers Bldg., 
is back from an extended trip through 
northern New England and Canada, calling 
for the first time in her 30 years’ connec- 
tion with the Kirby firm, on customers with 
whom she has done mail and phone busi- 
ness during that time. She reported “a 
grand time.” 

q Ralph Cohen, 507 Province Building, 
marked 50 years in the jewelry business 
on June 6. 

q Joseph Samuel, formerly with J. & S. S. 
DeYoung, Inc., 517 Washington Building, 
has left that firm and is now with the 
Sylvania Electic Co., Buffalo, N. Y. 

q Miss Dorothy Parritz, daughter of Reuben 
Parritz, of Harry Parritz & Brother, Inc., 
315-316 Washington Building, graduated 
from Simmons College on June 8th—her 
parents’ 28th wedding anniversary. 

q Mr. and Mrs. “Andy” May, of Bulova 
Watch Co., vacationed at Lake Sebago, 
South Casco, Maine, for a week late in May. 
q Peter Johnston, son of Mr. and Mrs. 
E. J. “Jockey” Johnston, of Caribou, Maine, 
graduated from Hebron Academy, Hebron, 
Maine, on June 6. Joan Johnston, their 
daughter, will enter Mount Holyoke Col- 
lege this fall. 

q Arthur B. Wright, of Needham, Mass., 
for 33 years calling on the jewelry trade 
in New England, is now covering the terri- 
tory for the Buffalo Jewelry Case Co. of 
Buffalo, N. Y. 

q Savitt, Inc., jewelers of Hartford, Conn., 
have been undergoing enlargement as the 
entire building housing the store was al- 
tered. A new marquee has been added, 
and the front and interior modernized. 

q “Ed.” Beaulieu of the George T. Springer 
Co., Portland, Maine, has been recuperat- 
ing from an illness which confined him to 
the Mercy Hospital, Portland. 

4 Sol Malkiel of the Hanover Jewelry 
Manufacturing Corp., 387 Washington St., 
Boston, reports that his son, Burton, has 
graduated with honors from Harvard Col- 
lege. Burton will work as a traveling sales 


repesentative for the firm during the sum- | 


mer and will enter Harvard Business School 
in the fall. 

q The George Elliott Co., jewelers at 24 
Forest Ave., Portland, Maine, was _pur- 
chased recently by M. J. Ross. 
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Distinctive diamond set Buttons and Pins 
designed for your most discriminating 
clientele, with selected top quality stones 
of high brilliancy available in platinum, 
paladium, white, or yellow gold. 

Emblems enameled in authentic colors, avail- 
able in 10K and 14K white and yellow gold and 
paladium — Other combinations on special order. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 




















——- 198 Broadway 


SOME INTERESTING CHARMS 


From Our Large Assortment 








BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr’s of 14K, Gold-Filled & Sterling Sliver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


New York 9, N. Y. 
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Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 

















ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—mo watch 
bands, any kind, any type, in ‘ony condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 





Established 1916 





114 BARONNE STREET, NEW ORLEANS 12, LA. 











QUADRUPLE SILVER PLATING 





YOU CAN HAVE THE FINEST SERVICE IN (i +44 
TOWN—no investment, inventory or markdowns. 
guaranteed. Nationwide prompt service in silver — 
ing, repairing, restoring. Write for booklet an 
price list. Know cost before you ship. Do it today! 


D. L. BRO INC. 


America’s Oldest Silver Platers 
710 12th St., NW Washington 5S, D.C. 

















ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ®@ 


5 HOPKINS PLACE, BALTIMORE, MD. 

















The Emco Silvercase 


lined with famous Pacific Silver Cloth guaran- 

teed tarnish proof to hold 56 pcs flatware to 

retail at the remarkably low price of $3.95. 

Send for leaflet and details-newspaper mats 
at no charge 


EUREKA MFG. CO., INC., Best. A, Taunton, Mass. 


‘Si nce 














Florida's largest watch material house 
Serving the Nation by mall. 
Prompt mail service 
Write for Price List C 


DEAN COMPANY 


7% N. Atlantic Ave., Daytona Beach, Fia. 
- 





WATCH MATERIALS— 
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q Sledge’s Jewelry of Kosciusko, Miss., 
entertained the senior class of Kosciusko 
High School and their sponsors on May 7 
with a coke party in their store. Each 
girl was presented with a souvenir spoon 
in her chosen sterling pattern and each 
boy was given a money clip. The sterling 
pattern which proved most popular with 
the 1953 graduates was Damask Rose in 
Heirloom Sterling. The event created much 
soodwill from the graduates and their 
parents and resulted in considerable pub- 
licity in the local newspaper. 

q Nathan Popkin has been named general 
manager of Retchin & Kosch, Inc., 119 S. 
Tryon St., Charlotte, N. C. A native of 
Kansas City, Mo., Mr. Popkin has been 
in the jewelry business for 13 years. 

q The Austin (Texas) store of the Zale 
Jewelry Co. has been moved from 619 
Congress Ave., where it has been located 
for the past 18 years, to new and larger 
quarters at 704 Congress Ave. 

q Marco Lukinovich of Metairie was elect- 
ed president of the Louisiana Horological 
Association at a meeting held May 14 in 
New Orleans. Other officers elected were: 
Clifford Brandt of Baton Rouge, vice 
president, and Richard Nato of New Or- 
leans, secretary-treasurer. 

q J. Jenkins Sons Co., Inc., manufacturers 
of school and fraternal jewelry, announced 
recently the opening of their new plant 
and offices at 2601 W. Lexington St., Balti- 
more. The firm was formerly located at 
20 W. Redwood St., that city. 

q A new credit jewelry store will be 
opened late this summer in Concord, N. C., 
by Ellis Levinson, who for the past 17 
years has been associated with Morris 
Jewelry Co., Inc., Gastonia, N. C., a bus- 
iness owned by his father. The new es- 
tablishment will be formally opened when 
extensive alterations at the store site are 
completed. 





Baltimore-Washington News 


q Robert Culp of James R. Armiger Co., 
310 N. Charles St., Baltimore, heads the 
committee making arrangements for the 
annual outing sponsored by the Jewelers 
Association of Baltimore and scheduled 
for Wednesday, July 29. Others on the 
committee are Mrs. E. F. Justis, Howard 
C. Heiss, Jack Fetting, J. M. Paul and 
David Lakein. 

q Mr. and Mrs. Emanuel Kohner of Max 
Kohner, Inc., 21 W. Baltimore St., Balti- 
more, returned recently from a two-month 
tour of Europe. The tour included stops 
at interesting spots along the Mediter- 
ranean, with time spent in Egypt, Rome 
and Paris. 

q Richard H. Erlanger, junior member of 
the firm of S. & N. Katz, Inc., 105-113 N. 
Charles St., Baltimore, has announced his 
engagement to Miss Carole Jean Bernstein 
of New York City. The couple plan to be 
married on September 20. 





THE SOUTH 


q The establishments of Leon J. Engel, 
Boulevard Jewelers, Whitelock Jewelers 
and E. Winkler have been accepted as 
members of the Jewelers Association of 
Baltimore. 

q Samuel Kirk & Son formally opened 
their Edmondson Village branch store at 
4118 Edmondson Ave., Baltimore, on 
June 2. The store features their own manu- 
factured line of silverware as well as 
watches, china, crystal, jewelry and novelty 
giftware. 

q A short circuit in an electric display in 
one of the windows of Wright’s Jewelry 
Store, 8229 Georgia Ave., Silver Spring, 
Md., caused a fire that did considerable 
damage to merchandise on display and the 
window recently. The fire, which is re- 
ported to have resulted in a loss of approxi- 
mately $5000, started shortly after closing 
hours and was discovered soon after. 

q Malcolm Wiley of Kibler’s Jewelry Store, 
3222 Greenmount Ave., Baltimore, is re- 
cuperating at his home after a few weeks 
stay at Union Memorial Hospital where he 
underwent skin graft treatment on his 
left leg. 

4 Mr. and Mrs. Mickey Fabrezio, who 
until recently owned the Gift Stall at 1604 
K St., N. W., Washington, D. C., have 
gone into the hotel business. They are 
operating the Henlopen Hotel in Rehoboth 
Beach, Del. 

4 Fratkin’s Jewelry Shop, formerly of 527 
9th St., N. W., Washington, D. C., moved 
recently to a new ground floor location at 
903 G St., N. W. 

4 Louis E. Nyberg of Carr Jewelers, 936 
F St.. N. W., Washington, D. C., has 
recovered from a recent operation which 
necessitated hospitalization. Mr. Nyberg 
is editor of The Loupe News, official pub- 
lication of the Greater Washington Retail 
Jewelers Association. 

4 Ted Nye has purchased the Sheridan 
Jewelry Store at 6222 Georgia Ave., N. W., 
Washington, D. C., and opened for busi- 
ness at this location on June 5. The shop, 
which was founded about 15 years ago by 
Mr. and Mrs. R. T. Morski, was operated 
by Mrs. Morski for the past several years. 
Mr. Nye maintains another store at 318 
Kennedy St., N. W., which is managed 
by his wife. 

4 Zill Witt, jeweler who established his 
business at 367 Green St., Havre de Grace, 
Md., about three years ago, has moved to 
new and larger quarters in the main bust 
ness section at 141 N. Washington St. in 
that city. 





Marner Jewelry at New Site 


The Marner Jewelry Co., Inc., manu- 
facturers formerly at 45 Hospital St., 
Providence, R. I., has moved to new quar- 
ters at 75 Eagle St. The new premises 
triple the capacity of the old plant, ac- 
cording to Julio Marcella. 
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Association Official Welcomes 
News from Other Trade Groups 
Melvin Strauss (Engel-Pack Co., Inc.), 


who was recently elected to the board of 
directors of the Baltimore Jewelers Asso- 
ciation, has also been appointed to that 
organization’s Inter-Trade Relations Com- 
mittee. It is the responsibility of this lat- 
ter group to report to the board of direc- 
tors on the activities and programs of 
other associations in the country. 

In order to enable the committee to do 
a complete and efficient job, Mr. Strauss 
would like to receive from other trade or- 
ganizations information on their current 
and planned activities. He may be reached 
at Engel-Pack Co., 20 Hopkins Place, Bal.- 
timore 1, Md. 





Miss. RJA to Meet in Biloxi 


The Mississippi Retail Jewelers Asso- 
ciation announced recently virtual com- 
pletion of the program for its annual con- 
vention to be held July 26 and 27 in Biloxi. 
All scheduled activities are to take place 
at the Buena Vista Hotel. 

Those expecting to attend were advised 
to make their reservations early as a record 
turnout is expected. The convention com- 
mittee has arranged a combined program 
of business and fun for members and their 
guests. 


Young Named Jaycee Ve P. 


Robert Young, owner of Young’s Jewel 
Box in Carrollton, Ga., was elected vice 
president of the Georgia Junior Chamber 
of Commerce, for the Fourth District, when 
the state organization held its annual con- 
vention at the Biltmore Hotel in Atlanta 
early in May. 

Mr. Young served the Carrollton Jaycees 
as president in 1951 and was chairman of 


the state committee on Public Affairs in 
1952. 
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Wallace Shows New Patterns 
At National Sales Convention 


Preview peeks of new patterns in third 
dimension sterling silverware and stainless 
steel tableware featured the simultaneous 
national convention of sales personnel of 
R. Wallace & Sons Mfg. Co., and Wallace 
Brothers, the firm’s stainless flatware manu- 
facturing and distributing division. 

The 44 salesmen, -who cover the United 
States and Canada, also heard business 
reports from company officials and mapped 
future sales programs at the June 24-26 
conference at the Hotel Curtis, Lenox, 
Mass. 

The new third dimension pattern, “Waltz 
of Spring,” was introduced to sterling sales- 
men by William S. Warren, Wallace de- 
signer. Warren designed the company’s 
other 3-D patterns, Sir Christopher, Grand 
Colonial, Stradavari, Grand Baroque, Rose 
Point, and Romance of the Sea. 

Also introduced at one session were the 
latest styling in sterling and plated hollow- 
ware. 

Stainless salesmen were shown “Ballet,” 
the forthcoming pattern, by Bernard Finley, 
merchandise manager, Wallace Brothers 
Division. The new “Ballet” joins Citation, 
Fleetline, and Trellis in the Wallace 
Brothers quality line. 

Announcement was made at the conven- 
tion that a lower-priced stainless flatware 
line would be marketed under the name, 
Hallmark Stainless by Wallace Brothers. 





Bulova V.P. Back From Tour 


Simon C. Gershey, vice president, Bulova | 


Watch Co., recently returned to New York 
from a trip to California that included 
attending the annual convention of the 
California Retail Jewelers Association. 

Other Bulova men in attendance at the 
convention were Harry Taub, Harry Prezant, 
Paul Bader and Harold Germain. 








GEM LECTURE SERIES DRAWS SIZABLE ENROLLMENT 


More than 50 students enrolled for the first eight-week lecture series in gemology which 

was conducted by the Jewelry Training Service in Chicago. Here, Bert Krashes, assistant 

to the director of the Eastern office of the Gemological Institute of America, delivers the 

initial lecture of the gemological series. Other prominent gemologists addressed ensuing 
classes which were held on Tuesday evenings. 
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KIRK Dial 


Since 1926 


Corpora tion 


The World’s LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St.. Baltimore !, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 














For Top 
Quality 
Jewelry 
Castings 






without costly 
bench work, 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 
Investment 


This material is reli- 
able: produces out- 
standing results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
designed to do the job 
best. 


Send for CATALOG #52 


ALEXANDER SAUNDERS & CO. 


95 BEDFORD STREET NEW YORK 14, W. Y. 
WaAtkins 4-8880 
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—GOLD 
—SILVER 
—RHODIUM 


> 
@ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MI!IRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 2, Ulinols 


This is Our Only Location 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 
































603 Metropolitan Bidg., Detroit 26, Mich. 














The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 So. WABASH AVE. - CHICAGO 3, ILL. 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Graf. 
































q Rudy Samuels of Stein & Ellbogen Co., 
95 E. Washington St., reported that the 
following members of the firm were vaca- 
tioning last month: David Ellbogen, sales- 
man for the firm, flew to Europe where he 
visited Switzerland, Spain, Italy and 
France. Mr. and Mrs. Herb Richmond 
(he’s a salesman in Ohio and Indiana) 
were in Florida. Mr. and Mrs. Walter 
Stuart, who represents the firm in the 
Southern states, were traveling through 
the West. Otto S. Lieberman, vice presi- 
dent, and Richard Dehnert, secretary- 
treasurer of the firm, and their wives, 
returned from Florida the end of May. 
Charles Brown, vice president and jewelry 
buyer for the firm, and James Cahn, in 
his department, made a business trip down 
east to Providence, Attleboro and New 
York. 

q Robert Minuth of the Boyden-Minuth 
Co., 29 E. Madison St., returned early 
last month from a business trip to New 
York. Michael Mullen, of the same firm, 
was vacationing the first part of June. 

q June also saw M. Dubinsky and A. B. 
Levine, partners in the firm of Bieler- 
Levine, 5 N. Wabash Ave., on a buying 
trip to Providence and New York. 

q Bernard Zell, Chicago representative for 
Jacoby-Bender, Inc., 29 E. Madison St., 
attended the recent conventions of the 
National Wholesale Jewelers Association 
and the Watch Material Distributors As- 
sociation of America in Atlantic City. 

q Members of Elgin National Watch Co., 
and their friends, noted with sadness the 
passing of two former employees of the 
firm—Walter S. Campbell and James R. 
Perry. Mr. Perry, 90, had been secretary 
and treasurer of the firm for 25 years 
prior to his retirement in 1929. He had 
been with the company for 39 years. A 





Marks Bros. Jewelers 
Sponsor New TV Show 





Final details for a new television program 
sponsored by Marks Bros., Jewelers, Inc., 
of Chicago, are arranged between (seated 
left to right) Tom Duggan and Mrs. Kay 
Ashton-Stevens. Approving contract in the 
background are, left to right: Jimmy Marks, 
Sterling "Red" Quinlan, program director 
of WBKB, and Ira Marks. Program titles 
for the Marks Brothers sponsored shows are 
"The Jack Eigen Show" and "Chicago Com- 
ments’ with Tom and Kay. 
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member of the Business Men’s Art Club 
of Chicago and the Chicago Society of 
Artists, Mr. Perry died May 31. Mr. Camp. 
bell, 73, was born in Elgin and was em. 
ployed by Elgin National Watch Co. for 
50 years until his retirement in 1945, Sur. 
viving are his widow, a daughter and two 
sons. 

q Miss Mildred Cook, designer for F. H, 
Noble & Co., is back on the job again 
following a recent illness. Dewey Conover, 
of the same firm, took off east to visit the 
company’s New York and Providence sales 
offices. 

q Members of the Illinois Watchmakers 
Association and the Midwest Chapter of 
the National Association of Watch and 
Clock Collectors attended a joint meeting 
on Sunday, May 24, at the home of Dr, 
Louis D. Minsk in Evanston. One of Dr. 
Minsk’s hobbies is_ collecting LEarly 
American clocks and he invited the group 
to see his fascinating collection. The next 
meeting of the watchmakers’ group was 
scheduled for June 23 at the Adler Plane- 
tarium. ; 

q Samuel Lachman of Dyer’s Jewelers, 
Honolulu, president of the Hawaii Retail 
Jewelers Association, was a guest of his 
cousin, Sam Lachman (Benrus Watch 
Co.), at the Chicago Jewelers Association’s 
annual dinner-meeting on May 21. 

q Frank Spears reported that the foremen 
and executives of F. H. Noble & Co., with 
factory at 559 W. 59th St., held a golf 
outing and dinner at the Cherryhill Coun- 
try Club. George Crawley, personnel man- 
ager, was in charge of arrangements. 

q The Chicago Jewelers Association’s an- 
nual golf outing is scheduled for July 14 
at the Elmhurst Country Club. Al Greene 
of the Longines-Wittnauer Watch Co. is 
in charge of arrangements. 





ee 


Roosters Hatch New Eggs 


The annual outing and initiation of new 
eggs (members) of the Golden Roosters 
of Chicago was scheduled for June 23 at 
the Sportsmen’s Golf Club. The high point 
of the day, crowded with golf, softball, and 
other games, was to be the rigorous initia- 
tion of the new members conducted by the 
“Wrecking Crew” led by A. C. “Doc” 
Wilson of Handy & Harman, Inc. 

Among those whose names had _ been 
approved as applicants for resident mem- 
bership were: Robert Crosswhite, Pakula 
& Co.: Donald Goldsmith, Goldsmith Bros. 
Smelting & Refining Co.; James Heller, 
Manne & Son; Richard Kaplan, Poole 
Silver Co.; Robert E. O’Connell, J. Milhen- 
ing, Inc.; Hy. Spreckman, Hy. Spreckman 
& Co.; James H. Swartchild, Swartchild & 
Co.; Jack K. Vidt, Baker & Co.; and Irving 
L. Wein, Clinton Watch Co. 

Alternate resident membership applica- 
tions were approved for: Allen Gellman, 


Illinois Watch Case Co.; Harold Charmack, 
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CJA MEMBERS RE-ELECT ALL OFFICERS 





All officers of the Chicago Jewelers Association were re-elected at the annual meeting 
of the organization held May 20th at the Palmer House. Seated, left to right, are: Francis 
V. Healy, secretary; Charles D. Ellbogen, president; James H. Swartchild, vice president, 
and Alvin Lauschke, treasurer. Chosen to serve as directors were, standing, left to right: 


Frank Thoennissen, Robert Gottlieb, Al Wahlen and Howard Bohlander. 





———— 


Milglo Jewelry Mfg. Co.; and W. E. Pier- 
pont, Jr. of the Hamilton Watch Co. 

Non-resident membership applications 
were approved for: Jack Colgan, Handy 
and Harman, Inc., New York; Robert 
Kelley, Plainville Stock Co., Plainville, 
Mass.; M. R. Lava, Ring Specialty Co., 
Minneapolis; George A. Pettitt, J1., Cheever, 
Tweedy & Co., North Attleboro; and Ben 
Tessler, Tessler & Weiss, Newark. 

Herman Kramer and Rudy Samuels were 
in charge of the entertainment for the day. 
A luncheon and dinner were planned with 
prizes for everyone. Chanticleer, Robert 
P. Lieberman of Stein & Ellbogen Co.; 
Keeper of the Nest Egg, Warren K. Hend- 
ricks of Evans Case Co.: and Scratcher, 
George Mason of McGrevy-Mason Co., 
promised all who attended would, as usual, 
have a wonderful time. 


——u~W~ 


Jewelers Indicate Enthusiasm 
For CJA Merchandising Course 


Al Wahlen, chairman of the Trade Exten- 
sion Committee of the Chicago Jewelers 
Association, reported a fine response from 
retail jewelry stores to a recent mailing 
announcing the CJA’s proposed course in 
store management. These classes will be 
devoted to all phases of jewelry store 
operation and will be conducted in Chicago 
by prominent faculty members from the 
University of Illinois’ School of Commerce 
and leading executives from the jewelry 
industry. 

Classes will probably start the latter part 
of August. Jewelers interested in learning 
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more details concerning the course may 
write to the Chicago Jewelers Association, 
> S. Wabash Ave., Chicago 2, Il. 





Jewelers Make Gains in Drive 
To End PX Selling Abuses 


Retail jewelers, acting through their 
Washington trade representatives, have 
made substantial gains in their drive to 
end abuses in military exchange selling 
policies, but additional progress must be 
made if the Army, Navy, and Air Force 
are to withdraw from the jewelry business 
and confine themselves to selling items of 
convenience and necessity to military per- 
sonnel, 

A spot survey of Washington develop- 
ments in the military exchange controversy 
points up the divergent views currently 
held by the jewelry trade on one hand, 
and the military exchange system on the 
other. Both sides agree that some correc- 
tive action is warranted. But they are 
unagreed as to how far a “clean-up” in 
exchange selling policies should go. 

Bernard Burnstine, chairman of the 
National Jewelers Association’s Committee 
on Post Exchanges, points out that the 
nation’s military exchanges have not con- 
fined themselves to the 1949 list of jewelry 
items which exchanges are permitted to 
stock and sell. “Retailing will not be 
satisfied with compliance with the 1949 


regulations.” Mr. Burnstine told THE 
JEWELERS’ CrrRCcULAR-KEYSTONE. “We _ be- 


lieve the only fair way to correct the 
situation is to enforce a more strict list 
of jewelry items which the exchanges may 
sell.” 

Exchange officials, however, are equally 
determined to avoid—if at all possible— 
any changes or “tightening up” in the 
current Jist of articles which exchanges 
may stock and sell. They are hopeful 
that the present investigation of abuses 
may be terminated with promises to do 
a better job of “policing” their sales. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 








818 LIBERTY AVE., PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 


M. MARTIN & CO. 


5 SS. Wabash Ave. Room 611 
CHICAGO 3, ILL. 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, til. 
Students may enroll at any time of the year 














CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 


ON 

















Oulch, Case Reepaning 


Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 Eas: Madison Street, Chicago 3, Illinois 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 
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Exclusive Distriputor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCB 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1953 Catalogue 
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q A charcoal beefsteak dinner, golf and 
other sports featured the annual picnic of 
the Cincinnati Wholesale and Manufact- 
uring Jewelers Association on June 16 at 
the Ryland Country Club in nearby Ken- 
tucky. The arrangements committee in- 
cluded Clarence Loeb, chairman; Richard 
Heileman, Walter Miller and George Gruen, 
Jr. 

q Early summer vacationers included How- 
ard Rosfelder of Rosfelder Brothers & Co., 
manufacturers, 413 Race St., who visited 
in Fort Lauderdale, Fla., with Percy Lucas, 
a company salesman; Ralph E. Goebel, 
wholesaler, Provident Bank Building, on 
a fishing trip in Canada; Julian and John 
Schwab of A. G. Schwab & Sons, Inc., 
wholesalers, 229 E. Sixth St., to the west 
coast; Gilbert Feys, salesman for the Wal- 
lenstein-Mayer Co., wholesalers, 31 E. 
Fourth St., to Florida, and William Gar- 
rett and Larry Gouch of the Harry Green- 
wold Co., wholesalers, 18 W. Seventh St. 
q J. R. Cassidy, secretary-treasurer of the 
Cas-Ker Co., jewelers’ supplies, 229 E. Sixth 
St., attended the convention of the Watch 
Material Distributors Association in Atlan- 
tic City, N. J., and Ken Matsumoto, manu- 
facturer of jewelers’ displays, 1109 Main 
St., was in New York City on business. 

q Dottie Mack, local TV star, wore $250,- 
000 worth of jewelry, provided by Litwin 
& Sons, Inc., manufacturers, 114 West Sixth 
St., in a local Ohio sesquicentennial parade. 
A policewoman rode with Miss Mack on 
the float. 

q Doris Taylor, secretary in the office of 
Schira Brothers, manufacturers, 530 Wal- 
nut St., and Robert Idol, building contrac- 
tor, were married on June 13 in the Bap- 
tist Church at Florence, Ky. They honey- 
mooned in Hollywood, Fla. 

q.C. R. Gerhardt, a partner in the manu- 
facturing firm of Mecklenborg & Gerhardt, 
was recovering at Christ Hospital after a 
bout with pneumonia. 

q PFC Gilbert Faigle of Joseph Faigle & 
Sons, manufacturers, 2219 Quebec Ave., 
is on a six-months tour of duty in Hawaii. 
q Mrs. Elizabeth Knoebber, 99, mother of 
Theodore Knoebber, manufacturer, 514 
Main St., died May 14 in suburban Cov- 
ington, Ky. 

q George Magly, with the Wallenstein- 
Mayer Co. for more than 10 vears, for the 
last five of which he has been buyer in the 
silverware and appliance departments, is 
now calling on the retail trade in the 
Greater Cincinnati area for both Wallen- 
stein-Mayer and the Harry Greenwold Co. 
Edward Fey, with the Wallenstein-Mayer 
jewelry department for four years, has been 
placed in charge of the firm’s silverware 
and appliance departments. 

q Robert J. Seifert, president of the Albert 
& Seifert Co., wholesalers, 18 W. Seventh 
St., was an honorary pallbearer at the fun- 
eral of John R. Bovard, retail jeweler for 
45 years in Carrollton, Ky. 

q Roy Dudenhoeffer of the Frank Her- 





CINCINNATI 


schede Co., retailers, has been awarded the 
titles of registered jeweler and cértified 
gemologist by the American Gem Society, 
Both titles were awarded simultaneously, 
q The $100,000 cultured pearl dress owned 
by the Imperial Pearl Syndicate attracted 
considerable attention during the week it 
was on display in the retail store of the 
Richter Jewelry Co. 

q C. R. Heileman, retailer, and his wife, 
have returned from an enjoyable Medi- 
terranean cruise, during which they visited 
Italy, Spain, Turkey and France. 

q Miss Harriett Aufdermarsh, biller in the 
silverware department of the Gerwe Brown 
Co., wholesalers, 817 Main St., was married 
on May 30 to Harry Sickman. 

q David Shaw, salesman for Geo. H. New- 
stedt & Co., retailers, who was laid up 
with a broken leg for several weeks, has 
recovered sufficiently to return to the store. 
q William Kappas, formerly with Carroll’s 
Jewelers here and now with the Carroll 
store in Coral Gables, Fla., visited with 
local friends during May. 





Davidson Salesman on the Mend 


Morry Harr, sales representative who 
covers Pennsylvania and West Virginia 
for Davidson & Sons Jewelry Co., 20 West 
47th St., New York, is at his home in 
Pittsburgh recuperating from a recent op- 
eration. Latest reports indicate that he 
is making a good recovery. 





Oneida Gives Press Preview 
Of New Hollowware 


On May 27, at the Plaza Hotel in New 
York City, H. T. Schubert, Director of Hol- 
lowware Division, of Oneida Ltd., served 
as host to some 75 of the country’s out- 
standing authorities on table-top fashions. 
Among the guests were the editors of the 
national home-service magazines, general 
magazines and the big newspapers. 





All were enthusiastic about the beauty of 
the hollowware on display and many left 
the luncheon and exhibit with ideas to 
transmit to their millions of readers who 
regard these publications as the arbiters 
of the nation’s home fashions. In the photo 
above Mr. Schubert is shown with the Dec- 
oration Editor and the Chiet Editor of 
Town and Country. 
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MLOC Holds Indoor Outing 
BE on <n SALESMEN 
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The traditional good luck of The Maiden 
Lane Outing Club of New York was broken 
this year. For ten years the sun has shown 
on every MLOC summer affair. On June 
13, 1953, at Pleasantdale, N. J., however, 
a heavy downpour continued throughout 
the entire day. Some 140 picnic-spirited 
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members of the association and their guests 
were compelled to exercise their activities 
of companionship indoors at Green’s Hotel. 

The photograph above shows the party 
enjoying the principal activity of the day, 


the eating of two fine meals. 








i Pittsburgh News 


q When Archie Joseph, partner in the 
Louis Reifer Co., 810 Penn Ave., was 
traveling on the road years ago, he joked 
with a veteran of the road whom he 
admired and told him he must be accus- 
tomed to traveling. “One never becomes 
accustomed to it,” the other replied, “It is 
a necessity. Once you get a client, either 
you visit him or you lose him.” 

q Instead of using the classified section 
of his neighborhood newspaper to advertise 
diamond setting, Lawrence B. Ley, jeweler 
at 4127 Brownsville Road, uses small dis- 
play ads on the society page and repeats 
them often. 

q Omer R. Noe, jeweler at 2810 Robinson 
Blvd., reports neighborhood habits can be 
a major factor in jewelry purchases. When 
the Noe’s moved a few doors into a better 
location, they discovered that where for- 
merly prospects leaving a supermarket 
nearby with big orders were too laden 
with packages to stop and look in the 
jewelry windows, they now stop on their 
way to the market. 

q Shoal P. Berer, jeweler of Donora, Pa., 
quite occasionally uses newspaper adver- 
tising to publicize the work of a charitable 
organization. The ads usually described the 
functions the group is performing in the 
community. 

q Wilken’s new McKeesport, Pa., retail 
store at 418 Fifth Ave., has an attractive 
gift department with domestic and _ im- 
ported selections. 

q Edward A. Wolf of B. Harton, jewelers 
at 534 Chartiers Ave., McKee’s Rocks, Pa., 
suggests that in order to attain favorable 
publicity for his store, a jeweler should 
first participate in a charity drive and 
then build into other civic ventures in 
the community. Becoming active in lining 
up a committee for a drive, he stated, will 
build favorable local publicity for your 
store, 

q John F. Beggy, president of the Grogan 
Co., jewelers at 541 Wood St., has an- 
nounced the appointment of A. Donald 
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Reed as manager of the diamond, watch 
and gold jewelry departments. Reed has 
been associated with Shreve, Crump & 
Low Co., Boston; Tilden-Thurber Corp., 
Providence; Trabert & Hoeffer, Inc.-Mau- 
boussin, New York, and Traub Brothers, 
Detroit. He has 43 years experience in 
the jewelry industry. 

q Max Unger, who operates a_ jewelry 
store under the same name at 525 Smith- 
field St., presented a diamond ring to Miss 
Betty Grimm of 616 Summerlea St., Shady- 
side, who was chosen “The Girl of the 
Golden Triangle” in a fashion show and 
beauty contest held at the Carlton House. 
q Lincoff Bros., jewelers at 719 Braddock 
Ave., Braddock, Pa., are offering vacation 
needs on open charge with no down pay- 
ment necessary until the patron returns 
from the vacation trip. 

q Bernard DeNardo and Louis Tomaine 
of D. H. DeNardo & Co., 837 Braddock 
Ave., Braddock, Pa., sponsored the runner- 
up team in the Braddock Businessmen’s 
Duckpin Bowling League which recently 
completed its season with a banquet. 





Appointed 
Sales Mgr. 
of Shriro 
Watch 


HY SOHMER 





Hy Sohmer was recently named sales 
manager of Shriro Watch Inc., distributor 
of the Sandoz and Cornell lines of Swiss 
watches. He has been connected with the 
jewelry industry for the past 19 years. 

In announcing this appointment, which 
was effective July 1, Morris Feldman, vice 
president of Shriro Watch Inc., also re- 
ported that the company was moving to 
new, larger quarters at 276 Fourth Ave., 


New York. 


The program of expansion 
of the Ernest Borel Watch 
Company has opened new 
territories in the South, 
Southwest, and Rocky Moun- 
tain States. Excellent op- 
portunities for salesmen 
Carrying a quality sideline, 
calling on better jewelry 
stores. Ernest Borel Inca- 
star watches and chronom- 
eters have enjoyed growing 
popularity and it is a fine 
line of men’s and ladies’ 
watches to offer to the 
trade. Write to 


ERNEST BOREL 


1015 WALNUT ST. 
KANSAS CITY, MO. 




















An Enclosure Card Service Is 
Good for Your Business! 


John Henry produces the FINEST 
Enclosure Cards ... in assortment 
.«. quality ... design. 


All illustrated in Card-O-Log No. 51 
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Write 
Dept. 12-24 
today! 


#2 JOM g CARY 


1410 MICHIGAN 























* Quality * Speed - 
Dependability * Vibrating 
_* Staffing + Jeweling 





HAIRSPRING VIBRATING CO. Soc seh Se, union City, Ne: 














Rolls and Bags for Silverware 


anti-tarnish 
available in 18 attractive shades 
Guaranteed Quality 
Prompt Service 
Write for samples and prices 
EUREKA MFG. CO., INC., Dept. A, Taunton, Mass. 
Established 1926 
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RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


CASH ADVANCED BEFORE 
SALE FOR YOUR 
CONVENIENCE IF NEEDED 














Recent sales conducted 
for: 
Sherwood Jewelers 
Portsmouth, Va. 


Levinson's Jewelers 
Youngstown, Ohio 


Coalburn Jewelry Store 
Elkhart, Ind. 


Allen Jewelers 
Kingsport, Tenn. 


OVINGTON'S 
(Davis, Collamore) 
5th Avenue 

New York City 


No Sale Too Small 
No Sale Too Large 











Entire Jewelry Stores 


Bought for CASH 


We have conducted sales for lead- 


Bank and 


ing Jewelers of America. 
Trade References supplied. 


Correspondence strictly confidential. 
Our successful methods of conduct- 
ing sales have proved that when the 
auction is over you will have the 
good will of the people in your en- 
tire community, and your business 
will be permanently increased. 


WE WILL CALL ON YOU 
AT OUR OWN EXPENSE. 
PHONE US—REVERSE CHARGES 


LOUIS COLMES 
ROBERT BRILL 


AUCTIONEERS 


15 West 47th St., New York, N. Y. 


Tel. Ju. 6-2334 
Alternate Tel. Lynbrook 3-8044 
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q After 40 years on the seventh floor at 
220 W. Sth St., Los Angeles, Bernard 
Riskin and his son, Victor, have moved to 
the sixth floor. Added space needed by 
this wholesale firm, which specializes in 
diamond jewelry, diamond watches and 
wedding rings, has been acquired by this 
move. : 
q The Joseph Korsen Co., 36-year-old 
jewelry wholesaling firm at 220 W. 5th 
St., Los Angeles, has closed out its whole- 
sale activities and is now serving as manu- 
facturers’ representative for the Kraft Co. 
and the Shaim Mfg. Co. Sales offices have 
been opened at 448 S. Hill St. in Los 
Angeles. 

q Koblich Jewelry is the name of a new 
store opened recently by John Koblich at 
583 San Mateo Ave., San Bruno, Calif. 

q Victor I. McCarty, who for the past three 
years has been associated with Boyson 
Jewelry Co. in Long Beach, Calif., has 
bought the store formerly owned by W. L. 
McLaren at 5202 E. 2nd St., Long Beach 
(Belmont Shores). Mr. McCarty has been 
connected with the jewelry industry in 
Southern California for the past 30 years. 
4 L. R. Holloway, a former resident of 
Twin Falls, Idaho, and who for the past 





California Jewelers Honor 
Siegel at Testimonial 


In recognition of his years of unstinting 
service to the jewelry industry, as well as 
to the community at large, a testimonial 
dinner was given to Herman Siegel on 
June 9 at the Beverly Hills Hotel, Beverly 
Hills, Calif. Over 200 came to pay tribute 
to a man who for years has given so freely 
of his time and money to others. 


HERMAN SIEGEL 


Secretary, 
Jewelers’ 
24 Karat Club 
of Southern 
California 





The testimonial was under the sponsor- 
ship of the Jewelers’ 24 Karat Club of 
Southern California, an organization which 
Mr. Siegel has served as secretary since 
its inception. He received congratulatory 
letters and wires from friends from all over 
the country and, in addition, was presented 
with a golden life membership card in the 
organization by Max Strasburg, past presi- 
dent of the club. 

Walter Dorrer, also a past president of 
the group, presented a testimonial parch- 
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ST Had 


eight years has been connected with Granat 
Brothers of San Francisco, has bought the 
jewelry store at 7390 Mission St., Daly City, 
Calif. 

q John Shefheld has purchased the watch 
repair shop at 186 S. King St. in Honoluly 
from Arnold Paratte. Paratte, who has 
operated the shop for nearly 20 years, plans 
to travel to the U. S. and Europe. 

q New general manager of Los Angeles 
Trade Fair, Inc., show managements diyi- 
sion of the Los Angeles Chamber of Com- 
merce, is George L. Pascoe, who will 
direct, in addition to his other activities, 
the annual California Jewelry Show and 
the semi-annual California Gift Show in 
Los Angeles. Pascoe has been associated 
in various capacities with the Los Angeles 
Chamber of Commerce since 1939. 

q David Widess of I. Widess & Sons, 
diamond importers of Los Angeles, finds 
great interest in the tools of his trade 
Recently he designed his own diamond 
gauge ... one that he felt would embody 
the most important elements of a good 
gauge and yet be simple and quick to use. 
So many of the diamond men who saw it 
wanted one just like his that the firm has 
now produced a supply of them. 





ment scroll to Mr. Siegel, while the present 
president, David Lieberman, had the honor 
of giving him a custom-made diamond ring, 
emblematic of his service to the trade. 

Mr. Siegel is owner of the Robbin Jewelry 
stores in Los Angeles. 





Apffel Is Guest Speaker 
At AGS Guild Meeting 


“Sell More Special Order Work” was 
the subject of an interesting talk delivered 
recently by Rudy Apffel, manager of the 
James A. Apffel Co., manufacturing jewel- 
ers of Los Angeles, before a recent meeting 
of the Southern California Guild of the 
American Gem Society. 

In his talk, Mr. Apftel discussed how 
the jeweler may build a substantial amount 
of business through special order work. 
Such service, he feels, is not only a prestige 
builder, but definitely a money-maker, and 
he recommends that it not be overlooked 
by the jeweler. 

Said Mr. Apffel: “With the public seek- 
ing the unusual and artistic more than 
ever before, with so many gem ensembles 
antiquated by old settings, here is a lucra- 
tive field for the jeweler wishing to offer 
his customer a personalized and _ lasting 
service.” 

Mr. Apffel’s firm is one of the oldest of 
its kind in Los Angeles. He is on the 
board of directors of the California Retail 
Jewelers Association, the 24 Karat Club 
of Southern California, and the Manufac- 
turing Jewelers Association of Los Angeles. 
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July 


5-10—New York Lamp Show, Hotel New 
Yorker, New York. 

19-21 — Amarillo Gift 
Grounds, Amarillo, Texas. 

19-21—Iowa-State Gift Show, Fort Des 
Moines Hotel, Des Moines, Iowa. 

19-22—Albany Gift Show, Ten 
Hotel, Albany, N. Y. 

19-22 —- Southeastern China, Glass & 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

19-22—-Southern Jewelry Show, Peach- 
tree on Peachtree, Ansley, Piedmont and 
Henry Grady Hotels, Atlanta, Ga. 

19-24—National China, Glass and Pottery 
Show, Hotel New Yorker, New York. 

25-28—Carolina China, Glass & Gift 
Show, Hotel Charlotte, Charlotte, N. C. 
26-27—-Mississippi Retail Jewelers As- 
sociation, Annual Convention, Buena 
Vista Hotel, Biloxi, Miss. 
* 26-28—Wisconsin State Gift Show, Wis- 
consin Hotel, Milwaukee. Wis. 
26-29—Syracuse Gift Show, Onondaga 
Hotel, Syracuse, N. Y. 
26-29--Washington Gift 
Willard, Washington, D. C. 


Show, Fair 
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Show, 





26-30—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, Ill. 

26-30 — California Giit Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels and Individual Show- 
rooms, Los Angeles, Calif. 


August 


2-5—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

2-5—Western China, Glass, Gift & Jew- 
elry Show, Civic Auditorium, Palace, St. 
Francis and Sir Francis Drake Hotels, 
San Francisco, Calif. 

2-12 — Registered California Gift and 
Dinnerware Show, Hotel Morrison, Chi- 
cago, Ill. 

2-14—Inland Empire Gift Show, Daven- 
port Hotel, Spokane, Wash. 

3-14—Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, Ill. 

3-14—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, III. 

9-12—Omaha-Midwest Fall Gift Show, 
Paxton Hotel, Omaha, Nebr. 

9-12—China, Glass, Gift & Jewelry Show, 
Public Auditorium, Benson and Plaza Ho- 
tels, Portland, Ore. 

9-12—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

9-12—New Orleans Gift Show, Roose- 
velt Hotel, New Orleans, La. 

9-13 — American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

16-19—Kansas City Gift Show, Munici- 
ple Auditorium, Kansas City, Mo. 
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Members of the Executive Committee 
of the Jeweler’s Security Alliance tendered 
a luncheon on June 2 to insurance repre- 
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sentatives whose firms underwrite jewelers’ 
block policies. The- affair was held in the 
Jansen Suite of the Waldorf-Astoria Hotel, 
New York. 

Following the luncheon, a discussion was 
held on the workings of the Alliance in con- 
nection with its members and insurance 
companies. During the discussion a JSA 
spokesman expressed the hope that the 
insurance representatives would ask their 
policyholders to join the Alliance and en- 
joy the benefits of a credit on their pre- 
mium. 

Among members of the JSA Executive 
Committee who attended the luncheon 
were: Walter Ejitelbach; Victor A. Lam- 
bert (Lambert Bros.) ; Alexander H. Arn- 
stein (Arnstein Bros. & Co.); W. Waters 
Schwab (J. R. Wood & Sons, Inc.), and 
Richard C. Murphy, excutive secretary and 
counsel. 
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Here's the bill-clip many of 
your customers are looking for 
. . « Knights of Columbus em- 
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jewelry craftsman, WESTON, 
on a sturdy clip that keeps 
currency safe. A real value at 
just $5.00. Knights of Colum- 
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in handsome toggle-back cuff- 
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Sterling. All prices are key- 
stone. Order today from 
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Magnetism—and the Watchmaker 


TV and other new and more powerful electric appliances are giving watchmakers 


magnetism trouble. But today’s troubles are trifling indeed if you compare them 


with those of 40 or 50 years ago, when “rest” was the only cure for a magnetized watch. 


Part I 


/ grim specter of magnetism is again 
raising its ugly head over the edge of your favorite 
watchmaker’s bench and is causing a great many watch 
owners a whole lot of unsuspected trouble. 

Magnetism has not been an insurmountable problem 
to the watchmaking industry over the past 25 or 30 years, 
but this has not always been the case by any means. It 
is true that during the horse and buggy age, which ex- 
tended through the declining years of the nineteenth cen- 
tury, the effect of magnetism on watches was in all prob- 
ability unknown. The early years of the twentieth cen- 
tury saw a great change, however, and the watchmakers 
of this period began wrestling with a problem which 
they did not understand, and which they had no method 
of combating. They were completely lost in an im- 
penetrable maze of problems such as the workmen today 
have never experienced, and their efforts to solve these 
problems were highly amusing in the light of our present- 


day knowledge. 


ELECTRICAL AGE GAVE WATCHES A JOLT 


The last few years of the nineteenth century and the 
first ten years of the twentieth century witnessed the 
introduction of our present highly developed electrical 
age, and laid the foundation for the many household com- 
forts which we accept as our natural heritage today. 
Small, privately-owned and municipally-owned power 
plants began to spring up in every ambitious village 
throughout the country. And along with the introduction 
of electrically operated devices, fields of magnetic in- 
fluence were also created. 

Not only were these far-reaching changes taking place 
in industry, but other radical changes were being wrought 
in the home life of the people. They were buying new 
motor cars as fast as the condition of their finances and 
the ability to overcome their fears would permit. They 
were tearing out their old gas lighting fixtures, and stor- 
ing the gasoline lamps in the attic as rapidly as wires 
could be strung down the alleys, and their houses wired 
to supply the new electricity. In addition to this, they 
were buying new appliances, which at that time con- 
sisted almost exclusively of fans and irons. 

This great change in the daily lives of the people 
dumped into the laps of those early day watchmakers a 
problem such as the industry had never seen before and 
probably never will again. 
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by C. L. DODD 


Watchmaker and Jeweler 
Lindsay, Oklahoma 


Those early automobiles had to be wound by a handle 
projecting from the front or from the side, which for 
some unaccountable reason was termed a crank. In ad- 
dition to winding this handle the operator also had to 
pull out with his other hand, or with his teeth if the 
compression was so strong as to require both hands on 
the crank, a wire with a loop on the end which was at- 
tached to some part of the motor. With one hand on 
this choke wire and the other turning the crank, the 
operator was in an excellent position to short circuit 
the old time Bosch magneto which seemed to be standard 
equipment on most of those early automobiles. An op- 
erator holding the choke wire with his left hand and 
turning the handle with his right would frequently be 
subjected to an electrical shock which literally made 
his teeth chatter every time the magneto fired. Not only 
was this experience more or less standard procedure 
while winding up those early cars, but the unwary indi- 
vidual who reached in and jiggled a wire while the motor 
was running could at least expect to have his hair stand 
on end like a wild man, if he did not actually get knocked 
down. The early day electrical systems were not just 
exactly all that could be desired. Most of the rooms in 
a home were lighted by a single drop suspended from the 
ceiling in the center of the room. There was a socket 
on the end of this drop for the bulb, and a button on the 
side of the socket to switch the light on or off. These 
sockets were not always too well insulated. If your shoes 
happened to be wet or the floor to be damp, there was 
always at least an even bet as to whether you would 
light the room or get up off the floor when you turned 
the button. 


TO DEMAGNETIZE—HIT WITH HAMMER! 


All of these electric motors, automobiles, and home 
installations contributed to the magnetism of watches and 
to the dilemma with which the watchmaker struggled. 
This magnetism not only affected the watch movements 
on which he worked, but it also got into his tools. He 
soon found himself almost in the predicament of a 
monkey with molasses on its fingers and a hand full of 
feathers. He could not lay anything down. When he 
picked up a screw, or hair spring, or any other small 
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steel part with his tweezers, he would have to take his 
other hand and pull it loose before he could lay it down 
again. His screw drivers stuck together, and steel par- 
ticles would not turn loose from his files, and he was 
altogether in a horrible mess. 


It must have been along about 1905 that somebody 
advanced the idea that one could de-magnetize an iron 
bar by holding it with one end pointing to the north and 
striking the south end a sharp blow with a hammer. That 
worked to some extent on files and screw drivers and even 
tweezers, and, by the way, it will still work to some ex- 
tent today. However, it never would work very good 
on watches. Nobody was ever able to figure out just 
which part of that old, round turnip grandfather wore 
was an end, and even if they had, striking the other end a 
sharp b!ow with a hammer would not have heen very con- 
ducive to its accuracy as a time keeper. 


The next theory advanced was to bury the watch in a 
small box of iron filings or iron chips to draw out the 
magnetism. I remember as a small boy being sent to 
the blacksmith shop a number of times to gather up iron 
chips for my father. Now, a boy is not going to be 
particularly careful about the kind of chips he picks up 
around a blacksmith shop, and I certainly was not. | 
just gathered up whatever happened to be in the pile and 
carried it back to the store. My father kept a number of 
these boxes around with watches buried in them, but I 
have no idea how effective the method proved to be. | 
do know that these boxes imparted a most horrible 
odor to the storage room, and I am certain that any 
watch buried in one of these boxes for several weeks did 
not sme!l exactly like a bouquet or roses. 


THE “REST CURE” WAS PROFITABLE 


Another method which was used, and which seemed to 
be by far the most successful, was to let the watch “rest” 
for several months and let the magnetism bleed out. Now 
this brought on a perfect rash of watch trading. Grand- 
father certainly was not going to be without a time piece 
for several months while his watch was resting; so he 
just traded it back to the jeweler and the jeweler could 
let it rest on his time. Thus, those early day jewelry 
stores had a regular production line of watches placed 
on a shelf, with the tags dated. 


When grandfather came into the store with the com- 
plaint that his watch was not keeping time, it was tested 
with a compass for magnetism. In cases where the re- 
sult was positive, he would be given a watch, which had 
rested for a sufficiently long time that it scarcely showed 
any trace of magnetism at all. He usually paid five or 
even ten dollars for this privilege and left the store happy 
in the knowledge that he had an accurate time piece. 
Wouldn’t it be wonderful if the jewelry stores of today 
could figure out a system comparable to that with the 
millions of watches now in use? A jewelry store would 
really be a gold mine if all the customers traded watches 
once or twice a year. 

Our modern day business executive may be satisfied 
if his watch keeps time to within a variation of two 
minutes each week, but grand dad wanted his to be 
within two seconds of the right time always. He might 
be such a pillar of the church that he would not risk a 
dime on the outcome of a horse race, a prize fight, or a 
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turn of the dice, but he would bet your ears down at the 
drop of a hat that his watch was right. That he was 
extremely proud of the ownership and accuracy of that 
timepiece was demonstrated by the enormous gold chain 
with its dangling lodge or fraternal emblems which he 
wore draped across the broad expanse of vest that cov- 
ered his chest. He really got in a foul humor when it 
started acting up, and woe unto his favorite watchmaker 
if he could not solve the problem. 


ACCURACY UNDER “IMPOSSIBLE” CONDITIONS 


It seems to me that we owe a lot of respect to those 
early workmen, because many of them were nothing short 
of magicians. How they achieved the results which they 
did with the materials they had to work with is almost 
beyond belief. Flat hairsprings, single roller escape- 
ments, off-brand or home-made materials, flat balance 
jewels with straight holes, hunting cases with their pro- 
pensity for admission of dirt through the case spring 
openings and their paper thin crystals, all these con- 
tributed to the problems which the watchmaker had to 
surmount. He did not even have power lathes to help 
him out, but worked with a lathe turned by a foot-wheel 
or bow, which kept his body in continual motion while 
he was trying to turn a staff or re-pivot a train wheel. 
Timing machines, cleaning machines, fountain oilers, 
and adequate bench lighting had never even been 
dreamed about. In many instances he did not even 
possess a poising tool without which no workman would 
even try to work today. Despite all these draw-backs, 
those old timers did wonderful position adjustment and 
manfactured materials which would satisfy anybody’s 
requirements for accuracy even today. 

It might be worthwhile to note that grandmother was 
not any particular factor in the business life of the watch- 
maker during those early years of the century. In most 
instances she did not even own a watch, because she 
was not going anywhere anyway. The family mantel 
clock told her when to put food on the table and when to 
get the kids off to school, and that was all she needed to 
know. 

Some of the ladies in what might be termed the “upper 
crust” of society did own a dainty !ittlke number about 
the size of a half dollar and probably three times as 
heavy. They carried this either in their reticule, or 
pinned to the shoulder of their shirt waists. Many of 
these watches were engraved in scroll work of variegated 
colors in gold, and some were even encrusted with preci- 
ous or semi-precious stones. They were primarily for 
purposes of ornamentation and undoubtedly many of 
them were not even wound up on an average of once a 
year. It really did not make any difference whether 
grandmother’s watch was magnetized or not. 


The familiar hollow tube demagnetizer such as all 
watchmakers now use came into general acceptance about 
the beginning of World War I, and was undoubtedly 
one of the greatest advancements ever made in the watch 
repair industry. It is commonplace to us today, but in 
those early years it meant as much to the workmen as 
our timing machines and automatic cleaning machines 
mean to us today. Not only did it enable him to do 
better work more rapidly, but it removed the necessity of 

(Please turn to page 200) 
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OLISHING AMBER—What is the proper way to 
polish amber? (Question No. 6265) R. F. 

Answer-—We will assume that the job is on amber 
necklace beads, old ones, that have become scratched dull 
and perhaps have slight cracks on some portions of the 
surfaces. If these defects are quite noticeable, the firsi 
thing to do is to cut down the surface to remove them. 
This is done with an abrasive on a jeweler’s lathe such as 
coarse crocus on a felt buff for round beads, or for faceted 
beads, medium-grain emery paper glued to a disc of wood 
used as a buff in the lathe. This should be followed by 
polishing with tripoli or rottenstone on ordinary jewelers’ 
buffs. If an exceptionally fine polish is desired, this may 
be obtained by using jewelers’ rouge, in a similar way. 
If the amber is of forms with other than smooth flat or 
round surfaces, the same grinding and polishing abrasives 


should be used with bristle-brush buffs on the lathe. 


WEEP-SECOND HANDS—Our watch repair man 
has lots of trouble with sweep-second hands rubbing 
on the glass, sometimes stopping the watches. He thinks 
maybe we could get him some book that would inform 
about how to avoid this; can you advise? (Question 


No. 6266) A. S. 


Answer—tThe trouble your watchmaker is having 
could be due to contact of the hand either with the dial 
or the underside of the crystal, or with the minute-hand, 
as the sweep hand travels around. It is not easy to detect 
which it is by simply looking through the crystal. In- 
spection should be made first without putting the crystal- 
bezel on. In this condition, press the sweep-hand down 
gradually until it clears the minute-hand in all positions 
around the dial; but without excessive clearance. See 
also that the tip of the hand is not bent down enough to 
touch the dial. Then put the bezel with crystal on, and 
see whether the hand still moves freely all around its 
path. If not, remove crystal, apply a film of oil to the 
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hand near its outer end; replace the crystal, and let the 
watch run. If the watch stops, remove crystal, and if 
you see a trace of oil from the hand on the underside of 
the crystal, replace the latter with one that leaves more 
room—more vertical space—between it and the sweep 
hand. Then try the watch again. It will run all right, 
unless the defect is somewhere in the mechanism of the 
movement. No general advice can be given in that case; 
because there are a hundred possible faults or combina- 
tions of faults that might be present, and no chance of 
our guessing which of these to be corrected. If you could 
write us completely about conditions in any particular 
jobs, we may be able to advise on them; but you would 
have to give us details fully, as there are various forms 
of construction in such watches. 


EMOVING JEWELS—How can I safely remove 
jewels from discarded watch plates, where they are 
set in the plate directly—not in separate metal settings? 


(Question No. 6267) L. P. 


A nswer—lf there are a considerable number of parts 
from which are to be removed jewels set as you describe, 
we would recommend immersing the metal parts in 
nitric acid. This will dissolve the metal burnished over 
the jewel-edges and release the jewels without affecting 
them. But your letter reads as if you have only one watch 
plate for treatment, and in this case, it would be better to 
mount the parts in a universal face-plate, and at each 
jewel, turn the burnish off with a graver. 





UCKOO CLOCK—We have in our shop a cuckoo 
clock, labeled “This clock is made by the American 
Cuckoo Clock Co.” Its front is 12 in. high, 9 in. wide, 
and has carvings of three birds and wreaths of leaves, in 
dark walnut wood. Two weights, pine-cone form. What 
is approximate age, and value, of this clock? (Question 


No. 6268) A. N. 
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Answer — The American Cuckoo Clock Company, 
formerly on N. Ninth St., Philadelphia, Pa., discontinued 
business during some of the war years, but resumed busi- 
ness since, and their present address is 1671 Ruffner 
Street, Philadelphia. We believe that if you would send 
a full description of your clock and especially a photo- 
graph of it, the company named could give you the infor- 
mation you desire, as the clock is one that they imported 
and sold while in business at their former address. 


pPD*™ JEWELS—AII balance jewels I remove and clean, 
using a well known (and good) cleaning machine, 
and recommended solutions. Removing the jewels, I 
then sterilize in alcohol, drying and installing in the 
watch. I carefully oil jewels, being sure to puncture air 
bubbles so there is a nice ring of oil inside the two 
jewels. Regardless, I occasionally have a comeback 
within two or three months with dry jewels. I have heard 
of an anti-oil-spreading solution. Is this practical? Also 
can you inform me of any method I can use to eliminate 


the oil spreading. (Question No. 6269) T. M. 


Answer—tThe only suggestion we see to make con- 
cerning the watch cleaning method described in your 
recent letter is that you should not depend upon merely 
immersing the jewels in alcohol and allowing them to 
dry by evaporation after cleaning. Rub the holes and 
faces of the jewels thoroughly with pegwood, also the 
acting surfaces of pallet stones, to remove the least pos- 
sible film left by cleaning solutions, before oiling the 
work. This method has been tested by some first-class 
shops and is found to make a considerable difference in 
the length of time that oil continues in good condition. 
One watchmaker, foreman of the shop of a fine jewelry 
store, does the above procedure and uses oxide of tin 
mixed to a thick cream with grain alcohol (not dena- 
tured), on the pegwood. He reports a great increase in 
the life of the oil as the result. He uses this on pointed 
pegwood in all jewel holes, and in unjeweled metal holes, 
as well as using pegwood cut to the shape of a screw- 
driver blade, with the oxide of tin, on pallet stones and 
the faces of endstones and the faces of hole jewels where 
oil will be. The method you inquire about for preventing 
the spread of oil is no doubt the “Epilame” method. This 


means dipping jewels, after cleaning, also pivots, in g 
chemical solution sold as “Epilame” by material dealers. 
the solution dries, leaving microscopic fibers on the sy. 
faces; these hold oil from spreading over the surfaces 
of oiled parts. 


EMOVING SOFT SOLDER—What is the best way 
of removing entirely the soft-solder remaining on g 
silver coin, after tearing off the bases for a brooch-pin 


that had been soldered on it? (Question No. 6270) G, S. 


Answer—Heat the coin in any way conveniently at 
hand, but using some source of heat that is entirely 
smokeless, such as an alcohol lamp, a bunsen gas burner, 
or an electric hot-plate. As soon as the solder has lique- 
fied, brush it off with a stiff-bristled hand-brush. This 
may do the job in the first attempt; but if any film of 
solder remains, heat the job again, and if a bristle-brush 
does not seem to remove every trace of the solder, use a 
fine brass wire hand-brush for the last operation. 


ESTING ACID—What chemical can be used to test 
and differentiate between white golds and stainless 


steel? (Question No. 6271) B. T. K. 


Answer—For this, you will need more than just a 
formula for a single testing acid; you should have a 
general knowledge of the technic necessary, which you 
can acquire by study of a book such as: REFINING 
PRECIOUS METAL WASTES, by C. M. Hoke, $6.00; 
or a more elementary treatise by the same author: TEST. 
ING PRECIOUS METALS, $2.00. You could have 
either of these books, postpaid, by remitting price 4s 
quoted, to Book Department, JEWELERS’ CIRCULAR. 
KEYSTONE. 


a CHINA—We have a job in our shop, a 
rare piece of chinaware, a teapot with handle broken 
off, although there are no bits of the material missing. 
Is there any shop that does such repair work, a specialist 


who can make the best possible job of it? (Question 
No. 6272) N. D. 


Answer—We suggest the firm of Leviele Co., 12 East 
37th Street, New York 16, N. Y. 





Magnetism and the Watchmaker 
(From page 198) 


replacing large quantities cf expensive tools which he 
had faced for a number of years. Many workmen had 
been throwing away whole hands full of screw drivers, 
tweezers, pliers, files, and other expensive equipment 
which had become so highly contaminated with mag- 
netism that they were of no further use. This equipment 
could now be reclaimed and put back into use. 
Magnetism was relegated to a position of virtual un- 
Importance in the industry with the introduction and 
general acceptance of this hollow coil de-magnetizer. 
New metals and new techniques in manufacturing made 
their appearance in the field. The Paillard non-magnetic 
hairspring was introduced and was probably the first 
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hairspring on the market which would not stick together, 
if subjected to a magnetic field. Mono-metallic balances 
and other working parts made from non-magnetic al- 
loys were introduced to the trade. Other technological 
advances gradually moved forward until we now even 
have non-magnetic mainsprings at our command. Great, 
if unmentioned and often unnoticed, stress was laid on 
the subject of magnetism by the horological engineers, 
with particular attention being given to men’s watches. 

Unfortunately, however, not too much attention has 
been given to ladies’ watches in relation to this magnetic 
situation. Special metals were used at many points in 
manufacture, it is true, but the problems involved are 
often quite different from those encountered in men’s 
watches. Smaller mainsprings, with their consequent 
weaker power, greatly magnify the effects of polarization 
of certain train wheels and escapement parts. 
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Hamilton's New "Illinois" Line 
Opens with Strong Promotion 


This three-dimensional display, featuring 
four watches on a moving form reflected 
jn a mirror panel, plus a pegboard panel for 
mounting boxes, has gone to every jeweler 
ordering a minimum of ten Illinois watches 
including six different models. Dealers are 
also receiving a sales aid kit with every- 
thing fom a plastic dealer identification 
sign to book matches, 





Hamilton’s new Illinois line, called “A 
quality watch styled and priced for volume 
sales,” gets the benefit of the Hamilton 
name at every opportunity—on displays, on 
the box, on the guarantee bond and on 
labels, as well as in advertising. National 
ad support begins in September with news- 
papers and magazines as well as on TV 
with Hamilton’s “Your Jeweler’s Showcase” 
dramatic show. 

The new line includes automatic, sweep- 
second, and waterproof models; all have 
17-jewel anti magnetic movements. Men’s 
models are shockproofed. Men’s and ladies’ 
lines each feature $33.95 models. Men’s 
automatic with power reserve indicator 1is 
$65. Ladies “Career Girl” nurses and 
technician’s line starts at $49.95. All mark- 
ups Keystone or better; sold through retail 
jewelers only. 


“Pearls of Fashion" Promotion 
Links Jewelry and Fabrics 


Imperial Pearl Syndicate, and Simpson 
the fabric house, have joined hands on a 
promotion which leads off with a special 
advertising section and two editorial pages 
in the June issue of Harper’s Bazaar. Two 
Simpson fabrics have been dyed to match 
the colors of natural and black pearls and 
will be known as Everglaze Imperial Pearl 
poplin and Everglaze Embossed lawn. In 
the Harper’s Bazaar layout, Imperial Pearl 
Syndicate is featuring cultured pearl 
jewelry ranging from $3000 to $25. 
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Extra Profit Offered 
On Westinghouse Appliances 


Ralph Z. Sorenson, manager of electric 
housewares for Westinghouse Electric Co.’s 
appliance division, reports special summer 
dealer “specials” on five items. The idea 
is to allow the dealer extra profit to absorb 
cost of extra promotion needed in the “off- 
peak” summer season. The items are: 
steam iron, dry iron, Grill-n-Waffle, pop-up 
toaster and warming pads. 

Dealers purchasing three irons, toasters 
or Grill-n-Waffle sets may purchase an ad- 
ditional unit at a reduced price which re- 
sults in 40% dealer profit on the four. On 
warming pads, a dealer purchasing 7 De- 
luxe models and 4 standard models gets a 
Deluxe model free, raising dealer profit on 
the dozen pads to 43.5%. 





KB Markets Its “Imprestomatic"™ 
Precision Ring Stamping Device 





Jacob Karlan, president of Karlan & 
Bleicher, 188 W. 4 Street, New York 14, 
recently completed the development of a 
new trade-mark stamping machine which 
is now being manufactured and offered to 
the trade under the name “Imprestomatic.” 
This compact device for impressing carat 
weights and trademarks into ring shanks, 
is said to do a faster job, produce a crystal- 
clear impression with no distortion or blur- 
ring, and most important of all, protects 
the ring shank against distortion. Liter- 
ature is available. 





Pennwood Numechron Clocks 
Now All Gift Packaged 


The Pennwood Numechron Co., Pitts- 
burgh, makers of electric numeral clocks, 
began on June 1 to package all Numechron 
clocks as gifts. The company has selected 
an attractive glossy red and black box. 





Reed & Barton Trade Receptions 
Scheduled Throughout 1953 


Reed & Barton’s receptions for its retail 
trade have already been held in 32 major 
cities, and the company plans to continue 
during the balance of 1953, eventually ex- 
pecting to cover the entire retail trade field. 
A feature of the Reed & Barton trade re- 
ceptions is showing of the company’s new 
27-minute sound-and-color movie, “The 
Romance of Silver Design.” This film, 
which took more than 18 months to pro- 
duce, tells the story of silver from its ear- 
liest discovery down to the present. Many 
scenes were photographed on location in 
Asia, Africa and Europe. 


Kreisler "Tropic Tested" Bands 
Get Strong Radio Support 


Jacques Kreisler Mfg. Co. will do its 
part to combai the jeweler’s “summer 
slump” with a July-August-September ra- 
dio schedule to promote Kreisler “tropic- 
tested” watchbands. These bands have been 
tested by wear in equatorial countries, and 
independent laboratory tests confirm that 
they will not rust, corrode or discolor in 
hot weather wear. The radio shows are; 
“The Crime Files of Flamond:” “Official 
Detective;” and “Take A Number.” The 
three half-hour shows go over 480 Mutual 
stations in a coast-to-coast network. 


Wm. Rogers & Son Child's Set 
Plus “Winnie the Pooh" Record 











Wm. Rogers & Son “Silver Melody” 
packaged child’s set, available in four pat- 
terns, comes packaged with one of the 
Simon & Schuster “Little Golden Records” 
featuring the famous “Winnie the Pooh” 
storybook character. The complete gift 
package, with knife, fork and spoon, retails 
at $3.50. 
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Elgin is Already Lined Up For "Back to School" Sales 





Here are four of the eight models Elgin has selected for back-to-school promotion. Left 
to right: “Edgewater,” $62.50 with gold-filled band; "Magnolia," $67.50 with bracelet; 


"Afton," $33.75 with nylon cord, and “Lakeside.” 


Elgin National Watch Co. has prepared | 
for August-September selling the most com- | 
plete back-to-school promotional package 
the company has ever offered. The effort is 
based on research which shows that 30% 
of children in the 10-to-13 age group, and 
50% of those 14-to-17 in high schools, own 
jeweled watches. Preference is for recog- 
nized brand names. 

Elgin’s back-to-school package includes 
eight watches (four men’s, four ladies’) 





Alternate bands available. 


chosen for appeal to young people by style 
and price. Newspaper mats in various 
sizes, plus a 15-piece window and in-store 
display kit, are provided. Jewelers will 
also get a mounted reprint of Elgin’s 
August 10 four-color full-page ad in Life. 
TV spots will back up the campaign. 
During July, Elgin is continuing promo- 
tion of its “Devotion” Lady Elgin diamond 
watch collection, with emphasis on the new 
21-jewel movement in this watch. 





Diamond Importer's Own Gauge 
Made Available to All at $1 


After a number of diamond men ad- 
mired the diamond gauge which importer 
David Widess designed for himself, I. Widess 
& Sons decided to produce a number of 
the devices. As long as the supply lasts, 
they are available at $1. Mr. Widess’ 
gauge is transparent, easy to use, measures 
round, baguette, emerald cut or marquise 
stones from .6]1 pointers to 4 carats. He 
offers money back to anyone not satisfied. 
The firm’s address is 220 West 5th St., 
Los Angeles 13, Calif. 


Holzer Runs Window Contest 
For Tissot Watch Displays 


A Tissot automatic “Navigator” watch 
is the prize being offered for the most 
original window display featuring the 
nationally advertised Tissot square auto- 
matic, model T-400. The theme of the win- 
dow display should be Tissot’s national 
consumer advertising campaign on the T-400 
watch in Life magazine. The May issue of 
Tissot News has described for authorized 
Tissot dealers the various display items 
available to them at no extra charge. 

Photos of windows must be received be- 
fore July 24; send to Dept. R., Holzer 
Watch Co., Inc., 501 Fifth Ave., New York 
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Crescent Adds Ann Sheridan 
To Its Endorsement Roster 


Crescent Diamond Rings, companion line 
to the Keepsake rings, is featuring Ann 
Sheridan in national advertising. The ac- 
tress is the latest in a series of popular 
motion picture stars whose endorsements 
have appeared in Crescent’s successful ad- 
vertising. The roster of former “Crescent 
Girls” includes: Betty Hutton, Ann Blyth, 
Mona Freeman, Nancy Olson, Corinne 
Calvet and Rhonda Fleming. 





Crescent Diamond Ring spring promo- 
tions have been all full color pages in 
favorite movie magazines; franchised deal- 
ers are provided with a variety of sales, 
advertising and promotional helps. 





Universal Electric Blankets 
Promoted as Gifts 


Landers, Frary & Clark, New Britain, 
Conn., is running its “Slumberama” mer. 
chandising program through December for 
the new Universal electric blankets. Four 
new colors: Forest Green, Lake Blue, Des. 
ert Rose and Pebble Tan, have been brought 
out, all specially decorator-planned, and a 
sift certificate in each blanket’s “Laven. 
der Orchid” gift box entitles the purchaser 
to a complete set of Cannon sheets and 
pillow cases in a harmonizing color at half 
price from the manufacturer. Universal’s 
big gift promotion package for retailers 
contains complete merchandising and ad- 
vertising helps. Retailers purchasing six 
of the blankets get an additional one at 
half price. Consumer advertising support 
by Universal will include full pages jn 
color, plus radio and TV. 


“Buy Now" Appeal Stressed 
In Deltah Cultured Pearl Ads 
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Deltah Cultured Pearl advertising has 
been stressing savings of one-third in price 
on cultured pearls made possible because 
the company placed orders for this spring 
delivery back in December of 1952, when 
Ernest S. Heller of Deltah flew to Japan 
to make purchases ahead of a rise im 
market price. The Life ad shown here, as 
well as a color page in Photoplay and ads 
in other magazines emphasize extraordi: 
nary values at authorized Deltah dealers. 


A. Cohen & Son Executives 
Complete European Trip 


Harry Cohen, chairman of the board, 
and Melvin S. Cohen, secretary, of A. Cohen 
& Sons Corp., have completed an extensive 
business tour of European cities during 
which trade fairs in England, Switzerland 
and Italy were visited. West Germany was 
also visited. Personal contact was made 
with many of the firm’s overseas merchan- 
dise sources. The company’s executive office 
is at 27 W. 23 St., New York, with branches 
in Los Angeles and Atlanta, Ga. 
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New Longines Action Display 
yultiplies by Mirror Chamber 





Dramatic motion multiplied many-fold 
by arecessed chamber lined with a pleated 
reflecting surface gives eye-catching action 
to the new Longines-Wittnauer window 
display. The two watches mounted on 
medallion forms revolve under brilliant 
concealed-source illumination. The display 
is topped by an illuminated Longines- 
Wittnauer agency shield, the same shield 
which is featured prominently by the com- 
pany in its commercials on TV. 


New Ronson "Literkit" 
In Transparent Package 


Ronson’s  “Literkit,” containing five 
extra-length flints, wick, wick inserter and 
a cleaning brush, now comes packed in a 
compartmented plastic kit with a hinged 
transparent lid. The impressive appearance 
of the package is expected to spur impulse 
sales of the accessory kit. The display 
carton is compact; less than five inches in 
each dimension. It carries 24 Ronson 
Literkits retailing for $6. 





Ronson also reports that it will make 
available for showing to sales personnel 
of leading retailers its 35-minute sales film, 
“Behind the Counter with Allen Funt.” 
Mr. Funt, famous for his “eavesdropping” 
candid camera movies, takes the viewer on 
a tour of various types of Ronson outlets, 
and demonstrates sales techniques through 
actual selling situations recorded by a hid- 
den movie camera and microphone. 
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Anniversary Pearl Offers 
Special Gold-Tooled Tray 
Anniversary Pearl Co., 48 W. 48 St., 


New York, offers retailers a special com- 
bination of eight necklaces, plus a gold- 
tooled leatherette tray, at the cost of the 
necklaces alone. The necklaces are the 
*Pearl-at-a-Time” gifts, suitable for every 
childhood gift event. Each necklace is 
strung on a 14K gold chain and packaged 
in a gold and pink velour box. Retailer’s 
cost, $53.50; selling price, $107. Sold 
through jewelry wholesalers. 


Speidel Spends $500,000 
on "Photo-ldent" Promotion 
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Backing up a concentrated 12-week TV 
campaign, Speidel has provided its dealers 
with this free graduation merchandising 
unit for counter or window use. The dis- 
plays were sent with full-color father’s day 
photographs, which dealers have since re- 
placed with the graduation theme picture 
also provided. The rod across the base of 
the display makes it easy to display two 
of the secret photo compartment expansion 
bracelets in their attractive gift boxes. 


Charles Leonard Display Units 
Are Unusual and Versatile 
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The animal cage jewelry display pieces 
shown are part of a line of distinctive 
window units made by Charles Leonard 
Displays, 6804 River Road, Sayler Park 33, 
Ohio. The black wire cages lift off, allow- 
ing the stands to be used in more con- 
ventional manner; the pads and mounts 
disassemble easily for color changes or 
easy storage. The company also makes a 
variety of tiered display units in various 
shapes with metal legs in several lengths 
and rectangular or flowing panel shapes. 





David Pfeffer Co. Offers 
New "Jewelock" Brochure 


David Pfeffer Co., Inc., 106 Fulton 5St., 
New York, has prepared a free brochure 
explaining in full detail the features and 
selling advantages of the company’s “Jew- 
elock” bridal sets. The company, manu- 
facturers of ring mountings since 1918, 
uses a dramatic “mirror test” to demon- 
strate the perfect concealment of the in- 
tegral locking device of its brida] sets. An 
exclusive push-button device makes it 
possible to operate “Jewelock” without any 
special tool. The lock-arm holds the rings 
joined together to keep ring design and 
diamonds in perfect alignment. 


Admark's New Scarab Line 
At Chicago and New York Shows 


Admark will show the company’s new 
“Pyramid” line of scarab jewelry at the 
National Jewelry Fair in Chicago and at 
the ANRJA Convention at New York’s 
Waldorf-Atoria Hotel. The Admark 1953 


catalog will be distributed at both events. 


New Sandoz Watch Guarantee 
A Striking Merchandising Aid 


Shriro Watch, Inc., distributors of the 
Sandoz line of Swiss watches, is including 
an impressive new guarantee with each 
Sandoz watch. It is in the form of a 
circular booklet an inch-and-a-half in diam- 
eter, containing 12 pages and bound in 
covers of deeply-embossed bronzed brass. 
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The effect is of a medal which opens to 
reveal four-color illustrations and _ text, 
including a guarantee to the purchaser, 
instructions for care, and brief background 
of the company. The booklet is fastened 
to the watch by a red and black tasseled 
cord. 


Eisenstadt Manufacturing Co. 
Improves Shipping Facilities 

The Eisenstadt Mfg. Co., St. Louis, Mo., 
has taken over an additional 4,000 square 
feet of space. All departments are being 
rearranged, but the new space will all be 
devoted to enlarged and improved ship- 
ping and receiving departments. 
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Flex-Let Offers New Mailer 
On “Beau Brummell" Jewelry 


Flex-Let Corp. offers the jeweler a six- 
page promotional folder for mailing, ad- 
dressed specially to the groom-to-be, offer- 
ing many gift suggestions of men’s fashion 
jewelry as gifts for best men and ushers. 
The folder measures 314 by 6 inches when 
folded; it is printed in colorful blue and 
gold and has a mail order coupon over 
space for the jeweler’s imprint. The com- 
pany suggests sending a copy of the new 
folder to all prospective grooms listed in 
local newspapers. 

Flex-Let’s folder shows items ..d sets 
priced from $3.50 to $8.50, F.T.L. 


Sunbeam Boosts Ad Budget 
With $2,000,000 TV Contract 


Sunbeam Corp., Chicago, has taken on the 
new and well-received “Ethel and Albert” 
network TV show for a full year, except 
for the July-August summer period, at a 
cost of $2,000,000. The show is telecast 
Saturdays on NBC at 7:30-8:00 P.M. 
Sunbeam will be the sole sponsor of “Ethel 
and Albert.” Sunbeam’s ‘“Shavemaster” 
will be demonstrated every week; other 
Sunbeam appliances will receive time in 
rotation. Sunbeam also has a weekly TV 
news program, Bill Henry’s “Window on 
Washington.” and plans to continue its 
full-page, full-color ads in leading national 
publications such as Saturday Evening 
Post, Good Housekeeping, etc. 





Haddon Pendulum Clock 
Price Correction 





Through a typographical error, the price 
of the Haddon Products, Inc., ““La Mod- 
erne’ modern styled pendulum clock was 
listed as $16.95 in the June issue. The cor- 
rect retail list price of the Haddon “La 
Moderne” is $27.95. The clock is 16 in. high, 
electric, and comes in neutral gray wood 
with silver dial and center, or in blond 
mahogany with gold colored dial and cen- 
ter background. 
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"Tru-Fit" Rings Promoted At 
Women's Bowling Tournament 


A $500 Columbia “Tru-Fit” diamond 
ring was presented to “outstanding woman 
bowler of the year” Marion Ladewig by 
the mayor of Detroit at a recent Women’s 
International Bowling Congress Tourna- 
ment in Detroit, Mich. In this bowling 
gathering, 25,000 women contestants were 
given an opportunity to try on a ring at 
a special Columbia “Tru-Fit” booth, where 
they filled out a questionnaire giving their 
reaction to the “Tru-Fit” feature, two tiny 
14K gold spring units which prevent the 
ring from twisting, turning or slipping on 
the finger. Many TV and radio sports 
programs featured the $500 diamond ring 
awarded at the sporting affair. 

C. Benjamin Axel, vice-president of 
Axel Bros., Inc., producers of this diamond 
ring, pointed out that dealers will benefit 
from this and other efforts of “Tru-Fit” 
to develop new customers and markets. 
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Fraser Plans New Pieces 
In "Form" Stainless Pattern 





In the photo, Gordon F. Fraser (right) 
is seen with Prof. Wilhelm Wagenfeld, 
noted European designer, examining plaster 
mold for a new stainless steel salt con- 
tainer at the WMF factory in Germany. 
Gordon Fraser is president of Fraser’s, 
importer and distributor of exclusive lines 
of china, glass and flatware, Fraser’s will 
introduce a number of additions to its 
popular “Form” stainless flatware line this 


fall. 


Hurlimann Foresees Demand 
For Women's Self-Winders 


Conrad G. Hurlimann, executive vice- 
president of the Eterna Watch Co. of 
America, Inc., returned June 15 from a 
conference with Dr. Rudolph Schild, direc- 
tor-general of the Eterna Watch Co., 
Grenchen, Switzerland. Technical develop- 
ments, styling and distribution problems 
were discussed. Hurlimann states that the 
company’s advertising will be directed 
primarily at the “. untapped ladies’ 
selfwinding watch market where surveys 
show a tremendous consumer demand ex- 
ists.” The company stresses the Eterna- 
Matic’s high styling and diminutive size 
made possible by the ball-bearing-mounted 
winder invented by Eterna in 1949. 





"Floating Pyramid” Display 
Offered by Kreisler 
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The “Floating Pyramid” is what Jacques 
Kreisler calls this hanging display designed 
for use in limited space. The pyramid’s 
three surfaces, covered in rose, gray and 
black velvet, hold nine watchbands. An 
almost invisible black nylon cord which 
holds the display suspended is attached to 
a small case, containing an electric motor 
which slowly rotates the pyramid. 


Wakmann Animated Display 
Price Change Announced 


Wakmann Watch Co., whose animated 
watchmaker display for store windows was 
described in these pages in May, has re 
ported that the company’s Swiss factory 
has informed the firm that the price will 
be $49.75 instead of $39.75 as described in 
May. Another change noted is that there 
will be a sign on the base of the display 
reading “Expert Watch Repairing,” and 
there will be an arch around the entire 
display where the jeweler’s name will be 
engraved in gold letters. 


eee 


Bretton “Meas-Ur-Rist" Works 
On Largest or Smallest 





Here is Bob Ritter, of Bruner-Ritter, Inc, 
demonstrating the Bretton “Meas-Ur-Rist” 
on Ted Evans, “tallest man on earth,” and 
on one of the smallest men. The inset 
shows Bretton bands properly fitted to 
largest, average and smallest wrist. The 
“Meas-Ur-Rist” device, a Bretton selling 
aid, insures easy selection of the correct 
size Bretton band for every customer. 
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lieber & Lerner to Exhibit 
at Three Major Shows 


Maurice Lerner of Lieber & Lerner, pro- 
notional diamond ring manufacturers and 
yholesalers, reports that his firm will ex- 
hibit for the first time at the three major 
shows; Atlanta, Chicago and New York. 
The company’s new line is available, as 
well as new point-of-sale displays. 


New Plastic Display Easels 
For China by Western Art 





Western Art Co., 1596 York Ave., New 
York 28, N. Y., offers a line of plastic 
easels for displaying chinaware. They ad- 
just to any angle, and hold pieces even if 
easel is tipped. Style shown, $16.80 doz.: 
others for five-piece place setting and for 
four plates, cup and saucer are $19.80 and 


$71.60 doz. 


Watchmakers of Switzerland 
Preview '53-'54 Campaign 





The Watchmakers of Switzerland are dis- 
tributing for the second year a brochure 
giving the jeweler a pre-view of a year’s 
activities on his behalf. The current 16-page 
brochure shows the new campaign behind 
the slogan: “For the gifts you'll give with 
pride—let the jeweler be your guide.” The 
publication includes a complete set of re- 
prints of the nine full-page, full-color ads 
scheduled by the Swiss, furnished to the 
retailer for local tie-in use. The brochure 
also describes point-of-sale aids and watch 
lepair program activities, and a calendar 
of monthly promotional ideas for the en- 
tire year. 
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Pennwood Numechron Appoints 
Five New Representatives 


Pennwood Numechron Co., Pittsburgh, 
Pa., has appointed the following to be 
representatives for the company’s line of 
Numechron numeral clocks: Earl Goetz 
Co., Kansas City Merchandise Mart, 2205 
Grand Ave., Kansas City 8, Mo.; Herbert 
Sierk & Co., 2705 Canton St., Dallas 1, 
Tex.; Albert M Solen Co., 1225 E. Seven- 
teenth Ave., Denver 18, Colo.; Mr. Arthur 
L. Ehlers & Co., 49 Central Ave., Cincin- 
nati 2, Ohio; and Crain-Brennan Assoc., 
Citizens Bldg., 850 Euclid Ave., Cleveland 
14, Ohio. 
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Vacheron & Constantin Display 
Puts Emphasis on Royalty 
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This display of Vacheron & Constantin 
watches in the window of J. L. Caldwell, 
Philadelphia jeweler, includes a scroll list- 
ing royal personages who have owned the 
company's watches throughout history since 
1755. Card leaning against the coach says 
it is a model of a vehicle used by M. Con- 
stantin for visiting royalty throughout 
Europe to take their orders for watches 
in person. 


Appoint Bob Scheffres Co. 
Chicago Westclox Distributor 


Bob Scheffres Co., Heyworth Bldg., Chi- 
cago, has been appointed an authorized 
Westclox distributor. The company’s ser- 
vice to the retail jeweler also includes such 
lines as 1847 Rogers Bros., Speidel, Ronson, 
Anson, U. S. Time, Seth Thomas, Master- 
crafters, G.E., Jefferson, Poole, Sessions, 
Semca, and others. 


Sheaffer Pen Co. Plans 
New Canadian Plant 
The W. A. Sheaffer Pen Co. is building 


a new Canadian plant, expected to be com- 
pleted by the latter part of this year. The 
new $500,000 plant and office will be at 
Goderich, Ontario, and will house W. A. 
Sheaffer Pen Co. of Canada, Ltd., facilities 
now located at Malton, Ont. 























Duane Jewelers Promotion 
Based on Munsel Movie 





The United Artists’ technicolor “3-D” 
picture “Melba,” based on the life of the 
famous operatic figure and starring present- 
day operatic star Patrice Munsel, has been 
selected for a nation-wide tie-in promotion 
by Duane Jewelers, Providence, during 
August and September. Counter cards will 
show Patrice Munsel wearing a stone-set 
necklace and collar set. The set, retailing 
for $50, has, in the collar, four rows of 
first-quality stones; baguettes, pear-shaped, 
diamond- and emerald-cut rhinestones. 


New Type Jewelry Box 
Saves on Space and Cost 





An improved version of the one-piece 
folded-type jewelry box has been intro- 
duced by the Gift Box Corp. of America, 
655 Broadway, New York 12. The box 
comes in an attractive silver stripe pattern 
and is lined in white. Comes with or with- 
out cotton, in nine popular sizes. The com- 
pany claims that the cost is about 50% 
less than conventional boxes. It sets up 
quickly and easily for use, and saves on 


storage space. 


New Hermes Issues Tips 
On Encraving Fountain Pens 


New Hermes Engraving Machine Corp., 
New York, recommends three steps for 
jewelers engraving fountain pens with the 
company’s Engravograph machine. 1. Use 
a sharp carbide-tipped cutter—standard 
equipment on the Engravograph. 2. Apply 
a thin film of Vaseline over area to be en- 
sraved to disperse excessive heat and keep 
flaking to a minimum. 3. Engrave slowly 
and precisely. 
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Croton's Baby Display 

Dramatizes Aquamatic Feaures 
Letters have been received from a num- 

ber of retailers by the Croton Watch Co., 


Inc., in praise of the effectiveness and at- 
tention-getting power of this new display. 





The new Croton display uses the strong 
uppeal of a lifelike baby doll to catch the 
passer-by s eye. “Even a baby can’t hurt 
this watch” is the theme. One of Croton’s 
self-winding “Aquamatic” models is dis- 
played in the “baby’s” hand, another in a 
container of water, and a third in its pres- 
entation box. Pointer-shaped panels are let- 
tered “waterproof,” “shock-resistant,” and 
“self-winding.” 


Two-Way Window Fans 
Produce Cooling Effect 
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The Baldor Electric Co., 4353 Duncar 
Ave., St. Louis 10, Mo., has added a num- 
ber of improvements to its line of window 
fans. The illustrated model is reversible; 
a flick of a switch causes it either to bring 
in cool air from the outside, or to exhaust 
warm air from the building. It is built 
into a furniture wood frame for mounting 
into a window without. interfering with 
window opening or closing. Guard is easily 
removed for cleaning. Adjustable metal 
panels permit mounting in windows within 
a 12-inch range of variation for each far 
size. Reversible models come in 16-in., 
20-in. and 24-in. fan sizes, priced from 
$65.95 to $99.95. The 20-in. size at $79.95 
is adequate to cool the equivalent of «6 
6-room dwelling. 
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Gemex to Use TV 
This Fall and Winter 


This is the new Gemex “Cavalcade” men’s 








expansion band for the round watch, $10.95 
retail F.T.I. gold-filled or stainless at $5.95. 
Gemex will use television this fall and win- 
ter, and extra retail selling helps will in- 
clude a motion display to feature six new 
bands, and a new series of newspaper tie- 
up ads for jewelers. 
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Henry Dorff of Gruen Watch Co. 
Discusses Selling Points 


Henry Dorff, Gruen advertising director, 
speaking at the 39th Annual Convention 
of the Maryland-Delaware-District of Co- 
lumbia Jewelers’ Assn. in Washington, 
D. C., stressed the need for retailers to 
look for, and manufacturers to provide, 
products with selling points clerks can 
grasp quickly and which impress custom- 
ers. Sometimes, he pointed out, the mer- 
chandise itself has new and unusual fea- 
tures such as those of Gruen’s automatic 
watches, which provide many selling points. 
On diamond watches, he said, there seems 
little new or striking that can be done, but 
Gruen has put dramatic appeal into the 
diamond watch picture by providing every 
Gruen diamond watch with a Lloyd’s of 
London insurance policy, guaranteeing 
against loss of any diamonds. This, he 
showed, gives the retail salesperson an ex- 
tra talking point to build his and the cus- 
tomer’s enthusiasm. 


Benrus "Split Second" Contest 
Staged in Theater Lobby 
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Benrus Watch Co. promoted the com- 
panys “Embraceable” and “Calendar” 
watches with a week-long prize contest in 
the lobby of Loews Criterion Theater on 
42nd St. in New York. Moviegoers were 
invited to guess, to within a “split second,” 
when a bell would sound. Winners’ names 
were posted. The promotion tied-in with 
the name of the movie, “Split Second,” 
starring Alexis Smith, which played at the 
theater that week. 











Certina Watch Presented To 
Cancer Society Poster Winner 


One of Illinois Watch Case Co.’s Certing 
wrist watches was awarded to Miss Diane 
Daniel of Long Beach, Calif., who was , 
grand prize winner in the American Cancer 
Society’s recent postef contest. News Photos 
showed the watch being placed on the 
winner's wrist by famed movie executiye 


Cecil B. DeMille. 


American Diamond Guild 
Establishes Advisory Board 





The American Diamond Guild, an agso- 
ciation of independent jewelers, has estab. 
lished an advisory board composed of 
members of the Guild and its sponsors, 
Phil G. Ruvelson, Inc. The board will serve 
as a committee to assist in the planning 
of sales promotions, advertising aids to the 
store members, and general merchandising 
advice. 

The photo taken at the first meeting 
shows, left to right: Phil G. Ruvelson, 
director; R. L. Dockman, chairman; Janet 
G. Comer, executive secretary. and Stanley 
V. Shanedling, legal counsellor. 


——_.- 





Edmond Cormier Honored 
For 50 Years at Waltham 





In the photo, Teviah Sachs, president of 
Waltham Watch Co., congratulates Edmond 
F. Cormier on completion of 50 years of 
service at Waltham. Mr. Cormier’s wife, 
three sisters, two brothers, three daughters 
and two sons have all, at one time o 
another, worked at Waltham. Mr. Cormiet 
came to the company in 1903 as an errand 
boy; he is now supervisor of packing and 
shipping and in charge of inventory of 
finished case watches. There are now 
eighteen members of Waltham’s “Over 50 
years of service” group. 
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News of Personnel 





E. M. “Mannie” Belman now repre- 
sents Bruner-Ritter, Inc., in the sales of 
Bretton watch bracelets and men’s jewelry 
in the New York metropolitan area and 
upstate as far as Kingston. Belman was 
previously an officer with the Metropolitan 
Retail Jewelers Assn., and a member of 
the board of directors of the Retail Jewel- 
ers Assn. of Greater New York. 





GILBERT 
REISCHMANN 


Illinois Watch Case 


E. M. BELMAN 
Bruner-Ritter 


Gilbert Reischmann has been pro- 
moted to Mid-Western district sales man- 
ager in charge of the Chicago office for 
Certina Watches and Elgin American Com- 
pacts divisions of the Illinois Watch Case 
Co., Elgia, Ill. He joined the company in 
1947 as a salesman in the New York ter- 
ritory and in 1952 became district man- 
ager of the East-Central district. 


-_- 





Ralph Destino, general sales manager 
of the Certina Watch and Elgin American 
Compact divisions of the Illinois Watch 
Case Co., Elgin, Ill., has appointed Nate 
Howard as sales representative for the 
city of Detroit, Mich. Howard formerly 
represented the company in Chicago. 





Standard of Milwaukee Now 
Westinghouse Distributor 


Standard Electric Supply Co, Milwaukee, 
Wisc., has been appointed distributors of 
Westinghouse fans and electric housewares 
in Wisconsin and upper Michigan. The dis- 
tribution firm’s appliance activities are 
headed by Leonard Siegel, vice president. 
_— are at 1045 North Fifth St., Milwau- 
ee. 


Western Virginia Distributor 
Appointed by Arvin for TV 


Buchanan-Williamson Co., Grundy, W. 
Va., has been appointed exclusive Arvin 
radio and televison distributor for five coun- 
ties in the western tip of Virginia. George 
W. Bishop, Jr., is president of the distribut- 
ing firm, which is affilliated with William- 
son Supply Co., Arvin distributor in sev- 
eral counties of W. Va. 


FOR JULY, 1953 








Robert W. Seely has been promoted 
to assistant sales manager of the eastern 
sales division by the Parker Pen Co., 
Janesville, Wis. He will make his head- 
quarters in the New York branch office. 
Seely has been account manager in the 
metropolitan Pittsburgh area. Nelson W. 
Marshall, previously in charge of Parker 
sales in southwestern Pennsylvania, will 
succeed Seely in Pittsburgh. 


National Silver Company has announced 
the appointment of Louis A. Swerdling 
to the position of sales manager, midwest- 
ern division. In this capacity, Swerdling 
will exercise supervision over the com- 
panys Chicago, Detroit, Cleveland and 
Cincinnati offices. Prior to his association 
with National Silver Co., he had been ac- 
tive in the credit jewelry and mail order 
fields. He will operate out of the execu- 
tive offices, 295 Fifth Ave., New York. 





re 
WERDLING 
National Silver 





EL! GROSSMAN 
National Silver 


Eli G. Grossman has been appointed 
manager of National Silver Company’s 
showroom and offices at 18 East 4th Street, 
Cincinnati, Ohio. Prior to his affiliation 
with National Silver, Mr. Grossman was 
sales representative for a leading house- 
wares concern. 


Frank Garber has joined the Longines- 
Wittnauer sales organization, and will rep- 
resent the firm in the state of Oregon and 
a portion of northern California. 


FRANK GARBER 


Longines-W ittnauer 








Richard S. Hollier, of 1547 Ala Wai, 
Honolulu, has been appointed sales repre- 
sentative in the Territory of Hawaii by 
Elgin National Watch Co. A native of St. 
Louis, Hollier has made his home in 
Hawaii since 1952. He is now in the 
United States. 








oa 


DAVID J. KING 


Hamilton Beach 


RICHARD HOLLIER 
Elgin Watch 


David J. King has been named re- 
gional representative by Hamilton Beach 
Co., Division Scovill Mfg. Co., for Maine, 
New Hampshire and eastern Massachu- 
setts. Mr. King’s headquarters is in Mel- 
rose, Mass. 


Jules Hochman, vice-president in charge 
of sales of the Flex-Let Corp., East Provi- 
dence, R. I., has announced appointment 
of Leon I. Leonard to the company’s 
sales force. He will cover northern Cali- 
fornia and part of Nevada for the com- 
pany’s watch bands and Beau Brummel 
men’s jewelry. 





NORMAN 
ROTHSCHILD 


Jewels by D'eri 


LEON LEONARD 
Flex-Let 


Jewelers by Deri, Inc., Providence, 
R. |I., has announced that Norman S. 
Rothschild, Jr., is now the company’s 
representative in the Southeastern ter- 
ritory. 


Eichenberg & Co., cutters and importers 
of diamonds, announce the appointment 
of Jack Cohen, Jack Margolis and 
Harold M. Shapiro of the Jack Michael 
Co. as sales representatives for the New 
England states. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
eents per word. 

“Help Wanted’”—*“Lines Wanted’ and “Side 
Lines”’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month, 

To avoid umnecessary correspondence men- 
tion your locatien in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re endations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 





Situations Wanted 





SUCCESSFUL credit jewelry salesman; 
Newark, New Jersey, or vicinity; very 
best reference. Address “R., 2220,” care 





LADY, experienced wholesale diamond 
ring concern, in charge of orders and 
general detail work; references. Ad- 
dress “E., 2231,” care J C-K. 





BRADLEY graduate, watchmaker, eight 
years’ experience; can work on floor, 
desires steady work; have references. 
Address “P., 2241,” care J C-K. 





A-1 jeweler and diamond setter, 25 years’ 
experience at the bench, desires perma- 
nent position in retail store; married ; 
reliable. Address “G., 1902,” care J C-K. 





BOOKKEEPER, correspondent,  collec- 
tions, thoroughly experienced; con- 
scientious, responsible, desires to change 
position: New York City only. Address 
“A., 2266,” care J C-K. 





FIRST class watchmaker, more than 20 
years’ experience, desires permanent 
position; South preferred. For full in- 
formation write, “Watchmaker,” 413 
Church St., Winona, Miss. 





A-1 JEWELER and diamond setter; 27 
years of age, with five years’ experience 
at the bench, desires permanent posi- 
tion with retail store; married; reliable. 
Address “S., 2193,”’ care J C-K. 





DIAMOND salesman; top level; available 
leading credit jewelry store; New York 
City or any direction within 200 miles; 
finest reference. Address “A., 2225,” 
care J C-K. 





A-1 watchmaker, 20 years’ experience, de- 
sires steady job; experienced on chrono- 
graphs, automatic winders, close timing 
and position adjusting. Address “‘J., 
2194,” care J C-K. 





PAWNBROKER - manager - appraiser - 
buyer, 20 years’ experience (New York 
City) wants interesting proposition ; can 
set up new store; will relocate. Address 
“T., 2251,” care J C-K. 





OFFICE, credit manager, comptroller, 32, 
college graduate, married; 10 years’ ex- 
perience; top reference with company 
presently employed; New York City. 
Address “J., 2234,” care J C-K. 





GENERAL manager-buyer; thoroughly 
experienced in all phases of credit 
jewelry business; now employed in 
above capacity in chain organization. 
Address “L., 2238,’ care J C-K. 





WATCHMAKER, age 27, desires position 
with opportunity; attended Bradley 
University ; five months at bench; capa- 
ble, reliable and congenial; interested 
West Coast. Box 13, Warden, Wash. 





SALESMAN; 10 years’ retail credit jewel- 
ry experience, excellent salesman, good 
promotion man, desires position in credit 
jewelry store in Southern California. 
Address “*M., 2272,’ care J C-K. 





PARISIAN designer, great creative abil- 
ity in costume and real jewelry; cur- 
rently employed large concern; inter- 
ested in leading position in New York. 
Address “R., 2071,” care J C-K. 





BUYER, salesman, manager; 20 years’ 
experience in every phase of the jewelry 
business; presently employed; would 
consider salary and percentage basis 
with progressive organization. Address 
“E., 2179,” care J C-K 





EXTRAORDINARY credit store merchan- 
diser; diamonds, watches, mountings, 
costume jewelry, silverware, dinnerware, 
radios, appliances, television, luggage, 
typewriters, men’s clothing; reference. 
Address “R., 2249,’ care J C-K. 





MANAGER, extensive background; seri- 
ous minded, tactful, interested in open- 
ing which offers real worthwhile op- 
portunities, where ability and effort are 
rewarded; presently employed; will re- 
locate. Address “P., 2191,’ care J C-K. 





DIAMOND man, 29; several years em- 
ployed with nationally known diamond 
importer as assorter and assistant buyer 
in fancy shapes and brilliants, seeks 
position with loose goods house or manu- 
facturing jeweler; finest references. Ad- 
dress “A., 2203,” care J C-K. 





AS first salesman or manager in old- 
established family business ; 22 years one 
firm; 50; single; excellent health, ap- 
pearance and personality; qualified 
gemologist; first class references; mod- 
erate salary; West or South preferred. 
Address “‘N., 2240,” care J C-K. 





WATCHMAKER, jeweler and diamond 
setter ; age 40; unusually fine workman ; 
years experience; at present position for 
several years; unless you want a fine 
workman and pay wages accordingly, 
and have a permanent position, don’t 
bother. Address “B., 2167,” care J C-K. 





JEWELER; experienced, diamond and 
stone setting; hand and machine en- 
graving and jewelry repair work; watch- 
making experience also; presently em- 
ployed; desire change; married; re- 
liable; moderate salary. Address “S., 
2222,” care J C-K. 


MANAGER, salesman, would 1i 
sociate with independent ae ae 
Store with opportunity to buy or inves 
upon owner's retirement; seven year 
experience in retail credit operation - 
watchmaker; ambitious, energetic and 
honest. Address “G., 2150,” care J C-K 





Elta, 


MANAGER, salesman, high type 
tive, 25 years’ experience ‘all he 
jewelry business; own business last 10 
years; desires affiliation on inside, or 
strong outside line for retailer or job- 
bers ; Georgia and adjacent States. ‘Aq- 
dress “L., 2197,” care J C-K. 








BOOKKEEPER-accountant; credits, eol- 
lections, correspondence; all phases of- 
fice procedure, costs, production; ac- 
customed to heavy responsibilities ; top 
record with leading concerns; desires 
responsible position. Address “P., 1787.” 
care J C-K. 





DIAMOND expert, with excellent sales 
personality, available to reputable retai] 
jeweler or fine wholesaler, where my 
35 years’ experience will prove valuable, 
and my loyal services; reasonable, at 
$100 per week. Joseph Hunt, 210 w. 
16th St., New York City 11. 





ee 


HERE’S that hard-to-find man; enthusi- 
astic, ambitious, dependable; excep- 
tional qualifications, highly productive; 
experienced every phase independent, 
chain, leased department store opera- 
tions; leadership that welcomes chal- 
lenging proposition; now- San Fran- 
cisco. Address “M., 2198,’ care J C-K. 





GRADUATE gemologist, 33, single; sev- 
eral years’ retail selling experience; 
window trimming; excellent references; 
outstanding appearance and personality ; 
would lecture on gemology; will re- 
locate; prefer Gem Society firm, or one 
seeking admittance. Write, Carl M. 
Baker, 2922 Federal, Denver, Colo. 





CAPABLE, young man, veteran, married; 
presently employed; thoroughly experi- 
enced jewelry and diamonds; indus- 
trious, conscientious; excellent educa- 
tional background; desires opportunity 
in selling, buying and merchandising; 
finest references. Address “S., 2250,” 
care J C-K. 





PRODUCTION manager-salesman; age 
31; presently employed; 12 years’ ex- 
perience buying, assorting and picking 
diamonds and precious stones, also thor- 
ough knowledge production work on 
popular priced ring line; complete sales 
experience; seeking position with good 
future. Address “P., 2244,” care J C-K. 








FINE watchmaker, 30 years’ experience ; 
experienced Patek, Agassiz, etc.; one of 
the finest mechanics, wants position at 
bench in shop; no contact with cus- 
tomers; in finest store; neat appear- 
ance; no liquor or tobacco; congenial, 
pleasing personality; $100 week mini- 
mum. Address “Y., 1893,” care J C-K. 





DIAMOND man, single: formerly em- 
ployed Fifth Avenue diamond house as 
salesman, assorter in brilliants and 
fancies, seeks permanent position with 
diamond importer wanting an aggres- 
sive person; ambitious to. establish 
large following; built city accounts; 
highest references. Address “B., 2204,” 
care J C-K. 


> 





GEMOLOGIST; Associate Member Ameri- 
can Gem Society; manager, salesman, 
desires position with high grade estab- 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem-testing and _ identifica- 
tion; special order work, window dis- 
play; over 25 years’ experience. Ad- 
dress “B., 2174,” care J C-K. 


mma 
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WHAT IS A BIG MERCHANT? 


Occasionally we receive a letter from a retailer who 
suggests that we should “do more for the small retailer.” 


Such a request leads to some interesting and confusing 
analysis. 


First of all, we must define a small retailer. The 
Federal government has for years tripped all over that 
problem. For example, the Small Defense Plants Admin- 
istration says a small business is one that does less than 
a million in annual sales. The Commerce Department 
says that a small business is one which employs less than 
500 persons. Yet, as Joe Kesslinger, the advertising agent 
in Newark, says, there are numerous firms that do over 
a million in sales—with a plant force of less than 200. 


Obviously, it is impossible for us to edit and publish 
a magazine for small merchants if we can’t define them. 
Unless, of course, we ignore the physical size of the store 
or its volume—and consider only the size of the mer- 
chant’s ability and the size of his ambition—and that’s 
exactly what we do. 


We edit to seek out the big men in the trade. Many 
are in big stores in big cities. A greater number are in 
small stores in small towns. 


It’s people we publish for, not stores. 


It’s the desire for greater achievements that we try to 
fire. It’s the thirst for information which all big men 
have, which we seek to satisfy. 


Our purpose is to provide adult education for mer- 
chants with big personal ambitions, regardless of the 
present size of their stores. 


We shall continue to publish for such big people; it 
is too difficult to publish for those who are small in 
initiative, small in perception, and small in courage. 


We are proud of the calibre of the bulk of our present 
subscribers. 





WHAT IS A CREDIT JEWELER? 


We seem to be going through a period where we are 
having a series of difficulties with definitions. 


Last month, on this page, we had a go at defining 
“costume” jewelry as it differed from “regular” jewelry. 
Above we had a tussel with the distinction between “big” 
and “small” retailers. 


Right now we would like to provide the hitherto non- 
existent description of a “credit” jeweler, as distinguished 
from a “cash” jeweler. 
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Before we start, we'll stop, right here. 


If you wish to try, you can get some valuable back. 
ground information for your description from the articles 
beginning on page 69. 

In any event, you'll know more about the credit 
jeweler and his methods of operation if you read this 
series of articles. Could that do you anything but good? 





ASK AND YE SHALL RECEIVE 


"Tis said you usually get what you ask for. Scholastic 
magazine avers this also applies to the presents received 


by high school graduates. 


For example, 57% of the boys and girls questioned 
by the magazine said they wanted watches. (This was 
top preference.) A later check of the same graduates 
showed that 53% received watches. 
watches with a total of 46%. 
ceived pens and pencils; 17% of the girls got silverware, | 
13%, cameras; 13%, radios; 14%, compacts; 11%, 
billfolds and purses, 7%, travel clocks; 6%, jewelry 


boxes; 2.5%, watch bands, and 2%, phonographs. | 


(The total of percentages is over 100% because most: 
graduates received several gifts.) 


Everything in the list of “gifts received” with the ex 
ception of clothes, sports equipment, cars and furniture 
was available through jewelry stores. 


Generalization based upon a single survey are risky: 
but with the close relationship between presents re 
quested and presents received, there is no risk in the 
jeweler acting on the basis that youth should be catered 
to—for it will be served; by someone. : 


Aim a share of your promotional efforts toward the 


youth market. As ’tis said, “you usually get what you 


ask for.” 


Menflec DRED 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTO 
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